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Forward 


With  ad  budgets  tight,  newspapers  must 

outshine  the  competition  to  grow.  Here’s  how. 


MARCH  17, 


The  war  in  Colombia  kills  approximately  3,500  people  each  year.  It  has  uprooted  hundreds  of  thousands  more  and 
has  broken  down  the  country’s  society  and  economy.  People  in  the  United  States  often  find  if  difficult  to  relate  to 
what  families  in  Colombia  ore  facing  in  their  doily  lives. 


The  Houston  Chronicle's  John  Otis  brought  the  tense  reality  and  horror  of  one  family  in  Colombia  to  light.  He  was  the 
first  foreign  journalist  to  piece  together  the  revenge  killings  of  the  Rodriguez  family.  In  o  three-week  investigation, 
Otis  discovered  that  oil  five  victims  were  civilians  targeted  because  their  estranged  relative  was  the  leader  of  o 
leftist  rebel  army.  The  authorities  hove  linked  the  killers  to  right-wing  paramilitary  militias,  but  there  is  little  they  con  do 
to  protect  the  remaining  family  members.  The  compelling  story  of  one  Colombian  family's  sfruggle  to  survive  o 
38-year  war  touched  thousands  of  families  in  Houston.  Reaching  across  boundaries  to  create  understanding  is 
another  way  Heorst  Newspapers  contribute  to  their  communities.  That  is  the  essence  of  great  journalism. 
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THIS  WEEK  ON  THE  WEB 

Exclusively  on  editorandpublisher.com ... 

Cell  phones  with  built-in  cameras  will  change  the 
way  newspapers  cover  breaking  news,  predicts 
"Stop  the  Presses!"  columnist  Steve  Outing. 
Check  out  his  latest  on  our  home  page. . . .  Chris 
I  Hendricks  has  blazed  a  trail  for  the  e-generation. 
’  Read  "5  Questions  For”  the  McClatchy  Co. 
executive  on  our  “Features  &  Columns"  index 
page. ...  See  three  months  of  E&P'%  stories  and 
editorials  about  "Iraq  and  the  Press"  at  the  top 
of  “Features  &  Columns.” ...  And  take  in  an 
expanded  version  of  the  battlefield- survival  bps 
authored  by  famed  war  correspondent  Joseph  L. 
Galloway  's  and  excerpted  in  this  issue’s  “-30-" 
secbon,  also  on  the  “Features  &  Columns”  page. 


THE  LIMITS  OF  WARFHeE 

Bravo  to  Tom  Wicker  for  his 
column,  “Opinion:  On  the 
presidential  power  to  w'age  war” 
[March  10,  p.  28]. 

Here  is  another  question  that  should 
be  asked:  If  the  White  House  wants  us 
to  believe  that  the  United  States  can 
spread  democracy  through  war,  then 
why  —  12  years  after  we  “liberated” 

Kuwait  —  are  women  still  not  allowed 
to  vote  in  Kuwait? 

J.  WILLIAM  T.  YOUNGS 

PROFESSOR  OF  HISTORY 
Eastern  Washington  University 
Cheney,  Wash. 

BRIDGIN6  THE  COVERAGE  GAP 

OM  W^ICKER’S  COLUMN  WAS  GREAT 
[“On  the  presidential  power  to 
wage  war”].  Thanks  for  running  it. 
In  a  small  way,  you  are  helping  to  close  the 
gap  on  Iraq  coverage  that  he  addresses. 

HARRY  NEWMAN 
New  York 

‘REClARATION’VrRESOlUTION' 

Tom  Wicker  asks:  “Whether  or 
not  the  United  States  wages  war 
on  Iraq,  this  may  be  the  most 
important  question,  not  just  for  now 
but  in  the  future:  Does  a  U.S.  president 
really  have  the  power  ‘to  make  war  at 
pleasure’?”  [“On  the  presidential  power 
to  wage  war."] 

No,  which  is  why  the  president  has  the 
text  of  the  “Joint  Resolution  to  Authorize 
the  Use  of  United  States  Armed  Forces 
Against  Iraq"  on  the  White  House  Web 


site.  Jeez,  Mr.  Wicker,  is  Googling  really 
all  that  hard?  Took  me  15  seconds,  and 
I'm  not  even  a  “journalist.” 

ROBBIN  SMITH 
Sullivan.  Mo. 

MEMORY  &  THE  lOTTH  CONGRESS 

NE  WOULD  THINK  THAT  TOM 
Wicker  and  his  editors  at  EiJP 
have  not  been  paving  attention 
to  the  actions  of  the  U.S.  Congress  over 
the  past  year  [“On  the  presidential 
power  to  w  age  war”].  While  I  would 
expect  Mr.  Wicker  to  forget  to  remember 
congressional  authorization  to  suit  his 
position,  I  would  hope  someone  at 
might  remind  him. 

GERARD  VAN  DER  LEUN 
Laguna  Beach.  Calif 

HOMEY  RON'T  PLAY  THAT? 

e:  Tom  Wicker’s  column  [“On 
the  presidential  power  to  wage 
war"].  Does  a  U.S.  president  have 
the  power  to  “make  war  at  pleasure"?  In 
the  2Ist  centuiy?  Please 
Also,  I  have  seen  nothing  that  indicates 
the  U.S.  newspaper  press  has  become 
President  Bush’s  “homeboy,”  staring  at 
their  feet  while  he  has  his  way  with  Iraq. 
On  the  contraiy,  the  press  has  given  eveiy 
Tom.  Dick,  and  Hany  his  say  on  the  war. 
from  the  “man"  on  the  street  to  European 
protesters  to  any  retired  militaiy  “exjjert" 
with  dustv-  epaulets.  If  anvihing,  the  press 
is  guiltv’  of  confusing  its  constituemy  with 
too  many  uneducated  opinions  and  not 
nearly  enough  facts. 

GARY  JOHNSON 
Eden  Prairie,  Minn. 


--  50  YEARS  AGO  - 


NEWSPAPERDOM  *  FROM  EDITOR 


MARCH  1+, 

All  the  justices  of  the  U.S.  Supreme 
Court  agreed  this  week  that 
"bogus"  type  composition  is 
wasteful,  useless,  and  “a  frivolous 
make-work  exercise,”  but  six  held 


that  the  printers'  union  may 
demand  payment  for  such  services 
without  violating  the  Taft-Harbey 
Act's  ban  on  featherbedding. 

A  permanent  memorial  to  John 


&  PUBLISHER 

Peter  Zenger  and  a  Free  Press  is 
being  established  in  the  historic 
Sub-Treasury  Building  in  down¬ 
town  New  York  as  the  culmination 
of  a  12-year  fund-raising  effort  by 
Zenger  Memorial  Fund  Inc. 
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Journos  come  and  go 
as  to  await  the  war 


Baghdad  gives  ‘Boston  Globe’ 
reporter  the  boot  after  Turkey 
arrests  two  at  the  border 

BY  JOE  STRUPP 

IT’S  KITTING  THAT  ThE  ClASH  WAS  INDUCTED 
into  the  Rock  and  Roll  Hall  of  Fame  last  week,  as 
the  rock  group  s  signature  song  “Should  I  Stay  or 
Should  I  Go?"  could  be  the  anthem  for  dozens  of 
journalists  now  stationed  in  Baghdad.  Tou  take  a 
shot  and  hope  for  the 


was  expelled  from  the  countiy  after  breaking  Iraqi 
restrictions  on  when,  and  from  where,  journalists  may 
file  stories  electronically.  “Da\id  was  doing  his  job. 
trying  to  tell  what  was  happening  in  Baghdad."  Globe 
Foreign  Editor  James  Smith  said.  The  Iraqis  also 
confiscated  Filipov’s  satellite  phone. 

Pentagon  officials  have  made  their  feelings  on 
journalists  in  Baghdad  clear:  It’s  not  something  they 
want.  “Baghdad  is  a  very  dangerous  place."  Pentagon 
spokesman  Bryan  Whitman  told  Ei^P.  “You  can’t 
predict  >\'hat  Saddam  Hussein  might  do  to  journalists 
there."  During  a  recent  meeting  with  Washington 
bureau  chiefs.  Whit- 


best."  said  Andrew 

foreign  and  na-  .  .. 

tional  editor  at  the  San  ^  — 

w  hich  was  planning  to 

send  a  reporter 

Baghdad  this  week. 

but  remained  undecid-  H  ^ 

ed  about  when.  “You  ■ 

to  the  ■  ^  is 

city]  as  close  to  the  M 

moment  when  they 
presumably, 

the  borders."  ” 

SafetN'  concerns,  of  St.  Louis  Post-Dispatch  photographer  Andrew  Cutraro  shoots 
course,  hang  over  the  ^  self-portrait  close  to  the  Kuwait-lraq  border. 

Iraqi  capital,  causing  some  editors  to  want  their  during  an  attack,  adding, 
reporters  to  leave  sooner  than  the  staffers  might  like.  The  Chicago  Tribune, 
Even  if  they  keep  journalists  in  Baghdad,  several  \isas  for  two  reporters  lil 
editors  said  they  may  move  them  from  the  famed  Tribune  Foreign  Editor 
Al-Rashid  Hotel  because  it  may  become  a  hideout  for  noted  that  a  final  decisioi 
Iraqi  officials,  making  it  a  potential  target  for  attack.  there  during  an  attack  hai 
One  reporter  had  no  choice  but  to  leave  the  Al-  “There  are  a  lot  of  thii 
Rashid.  On  Friday,  David  Filipov  of  The  Baston  Globe  said  Philip  Bennett,  assis 

WWW  edttorandpublisher.com 


a  man  and  Victoria 
Clarke,  assistant  secre- 
taiy-  of  defense  for 
public  affairs,  urged 
journalists  to  stay  out 
of  the  Iraq  capital. 

“We’re  sweating  it 
out"  admitted  Mar¬ 
jorie  Miller,  foreign 
editor  of  the  Los  Ange¬ 
les  Times,  which  has 
two  reporters  in  Bagh¬ 
dad.  She  said  the 
newspaper  has  not  yet 
)her  Andrew  Cutraro  shoots  decided  if  it  would 

t-lraq  border.  j-p^p  writers  there 

during  an  attack,  adding.  “It’s  an  ongoing  discussion." 

The  Chicago  Tribune,  meanwhile,  was  awaiting 
visas  for  two  reporters  likely  to  go  to  Baghdad,  said 
Tribune  Foreign  Editor  Colin  McMahon,  but  he 
noted  that  a  final  decision  on  whether  to  keep  people 
there  during  an  attack  had  not  been  made. 

“There  are  a  lot  of  things  that  make  us  nervous," 
said  Philip  Bennett,  assistant  managing  editor/news 
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At  least  one 
reporter  has 
carried  the  “embed¬ 
ded”  notion  too  far, 
but  The  Fayetteville 
(N.C.)  Observer 
hopes  to  send  a 
replacement  to 
Kuwait  this  week. 

The  Observer  sent 
home  its  embedded 
reporter  and  photog¬ 
rapher  from  Kuwait 
last  week  after  writer 
Tanya  Blank  became 
engaged  to  a  major  in 
the  Army  unit  she 
was  assigned  to 
cover.  Although  Blank 
and  Maj.  Mike  Marti 
of  the  325th  Airborne 
Infantry  Regiment  of 
the  82nd  Airborne  Di¬ 
vision  in  Kuwait  had 
been  dating  prior  to 
their  deployment  to 
the  Gulf,  military 
officials  told  Blank 
that  as  a  fiancee  she 
could  not  cover 
combat  missions. 
Managing  Editor 
Michael  Amholt  said 
Blank’s  move  came 
as  an  unhappy 
surprise:  “We’ve  been 
sending  reporters 
out  to  cover  troops 
for  15  years,  and 
this  is  the  first  time 
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anything  like  this  has 
happened.” 

The  Observer  hasn't 
yet  decided  how  to 
discipline  Biank, 
a  member  of  its 
military  team. 

-API  BERMAN 

SCttURZTOADD 


Noblesville,  Ind.’s 
daily  went 
weekly  last  year. 

But,  on  June  2,  its 
99-year-old  weekly 
will  go  daily,  after 
Schurz  Communica¬ 
tions  Inc.,  South 
Bend,  Ind.,  closes  on 
its  purchase  of  The 
Noblesville  Times. 

Last  year,  Gannett 
Co.  Inc.’s  10,651- 
circulation  Noblesville 
Daily  Ledger  went  to 
semiweekly  distribu¬ 
tion.  Now  shopping 
for  a  publishing 
system  and  an  area 
printer,  the  868-cir¬ 
culation  Times  puts 
Schurz  into  what  its 
research  shows  is  the 
country’s  “eighth 
.  most  affluent  com¬ 
munity,”  according 
to  Publisher  Terry 
Coomer,  until  last 
month  the  circulation 
director  of  the  Daily 
Reporter  in  nearby 
Greenfield. 

-JIM  ROSENBERG 


FILES  APPEAL 

The  Courier  News 
in  Bridgewater, 
N.J.  —  seeking  a 
tape  of  a  911  call 
made  from  the  home 
of  former  NBA  star 
Jayson  Williams  on 
the  night  he  allegedly 
killed  a  limousine 


for  The  Washington  Post,  which  had  two  reporters  in 
Baghdad  as  of  last  week.  “Our  approach  is  to  give  the 
reporters  the  autonomy  to  decide.” 

In  other  prewar  events,  an  L.A.  Times  photog¬ 
rapher  was  one  of  two  American  journalists  expelled 
from  Turkey  after  trying  to  cross  the  Iraqi  border 
illegally.  Don  Bartletti,  the  photographer,  and  Alan 
Weeks,  a  freelance  cameraman  for  ABC  News,  were 
held  by  Turkish  police  on  March  10,  after  soldiers 
fired  shots  over  their  heads.  The  two  were  interrogat¬ 
ed  and  held  overnight  in  military  barracks.  A  court 
fined  them  $50  and  ordered  their  release,  according 
to  TTie  Associated  Press.  “We  are  not  overly  worried 
because  nothing  bad  happened  to  them,  although  we 
don’t  like  people  to  get  arrested,”  said  the  Times' 
Miller.  He  added  that  no  punitive  action  had  been 
taken  against  Bartletti,  now  assigned  to  Jordan. 


Meanwhile,  mixed  reports  emerged  about  how 
freely  embedded  reporters  are  allowed  to  ojjerate 
even  in  the  prewar  phase.  John  Burnett,  a  reporter  for 
National  Public  Radio,  complained  last  week  that  he 
and  other  journalists  embedded  in  a  Marine  unit  in 
Kuwait  had  been  told  by  the  commander  that  each  of 
them  would  have  a  Marine  “buddy”  to  accompany 
them  at  all  times.  But  Ron  Martz  of  The  Atlanta 
Journal-Constitution,  who  has  hooked  up  with  the 
Third  Infantry  Division  of  the  Army,  told  Et^P, 
“We’ve  been  able  to  walk  around  this  unit  pretty 
freely.”  Martz,  who  spoke  via  satellite  phone  from  a 
desert  tent  about  15  miles  from  the  Kuwait-Iraq 
border,  added,  “No  one  is  looking  over  our  shoulder.” 
Pentagon  spokesman  Whitman  said  he  knew  of  no 
formal  plans  for  Marine  units  to  assign  soldiers  to 
journalists  embedded  with  them.  11 


Of  civilian  deaths  and  official  claims 


Covering  ‘Shock  and  Awe’ 


BY  BARBARA  BEDWAY 

IF  THE  Pentagon  he : 

does  indeed  execute  is  e 

the  Iraqi  war  plan  it  Paj 

calls  “Shock  and  Awe”  in  t 

this  month,  the  very  “N( 

brevity  of  the  intensive  or : 

bombing  campaign  thii 

presents  a  challenge  all  rep 

too  familiar  to  John  R.  im] 

MacArthur.  A  former  —  I 

reporter  for  the  Chicago  int( 

Sun-Times  and  foreign 
desk  editor  for  United  J 

Press  International,  \ 

MacArthur  is  now  i 

publisher  of  Harper 's 
Magazine.  He  is  also  | 

the  author  of  Second  i 

Front:  Censorship  and  \ 

Profxiganda  in  the  Gulf  I 

War,  a  penetrating 
investigation  into  how  1 

the  Pentagon  promoted 
unprecedented  curbs  on 
the  press  in  the  opening 
days  of  the  Gulf  War. 

With  the  Defense  dif 

Department  warning  :  get 
journalists  to  get  out  of  ] 

Baghdad,  the  stage  is  set  $2' 

for  a  repeat  of  the  kind  for 

of  information-control  Qa 

that  kept  the  American  of  1 

public  uninformed  an( 

about  the  true  dimen-  au( 

sions  of  the  earlier  war,  “T1 


he  said.  “The  Pentagon 
is  expecting  a  kind  of 
Panama-style  war,  over 
in  three  days,”  he  said. 
“Nobody  has  time  to  see 
or  ask  any  questions.  I 
think  if  embedded 
reporters  see  anything 
important  —  or  bloody 
—  the  Pentagon  will 
interfere.  Same  result, 

JOHMB.MAMJIIHU5 


gon  in  the  Gulf  War  was 
letting  the  generals  an¬ 
nounce  the  news  directly 
to  the  American  people, 
not  relayed  through  re¬ 
porters,”  he  pointed  out. 

In  the  planned  inva¬ 
sion’s  first  days,  he  urged 
reporters  to  press  for 
answers  on  the  number 
of  troops  and  civilians 
killed,  though  they 
I ;  “won’t  get  a  straight 
answer.”  When  they 

i  John  R.  MacArthur, 

I  Harper’s  Magazine 


r  wiTmmm 

I 

different  tactic:  the  truth 
gets  distorted.” 

For  MacAithur,  the 
$200,000  stage  set  built 
for  military  briefers  in 
Qatar  to  deliver  news 
of  the  war  to  reporters 
and  a  worldwide  TV 
audience  is  emblematic. 
“The  kev  for  the  Penta- 


hear  claims  of  little 
collateral  damage, 
reporters  should  keep  in 
mind  that  the  Air  Force, 
after  the  Gulf  War, 
admitted  that  75%  of  its 
“dumb”  bombs  sailed  off 
target,  and  even  10%  of 
“smart”  bombs  missed 
the  mark,  according  to 
Secorul  Front. 


MacArthur,  who 
writes  a  monthly  column 
for  The  Prooidence  (R.I.) 
Journal,  emphasized 
that  “conveying  the  heart 
of  the  story”  does  not 
depend  on  being  present 
at  the  front.  As  he 
documented  in  his  book, 
reporters  have  broken 
some  of  the  most 
significant  war  stories  — 
including  the  secret 
bombing  of  Cambodia 
and  the  My  Lai  massacre 
during  the  Vietnam  War 
—  by  digging  in  the 
bureaucratic  alleyways 
of  Washington.  The 
untold  story  of  the  first 
Gulf  War  —  that  93% 
of  the  bombs  dropped 
were  not  those  “smart” 
bombs  the  Pentagon 
focused  on  —  was 
information  available 
on  the  home  front. 

The  lesson?  “Re¬ 
porters  in  the  States 
should  make  friends 
with  Pentagon  contacts, 
who  can  help  you  figure 
out  what  kind  of  bombs 
we’re  dropping  and  how 
many.  Think-tanks 
connected  with  the 
Pentagon  also  have  this 
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kind  of  information.” 

MacArthur  does  not 
c.xpcct  post-invasion 
stories  as  crude  as  the 
first  Gulf  War’s  widely 
reported  (yet  false) 
account  of  Iraqi  soldiers 
throwing  babies  out  of 
incubators:  “More  likely, 
the  CIA  will  feed  stories 
that  they’ve  found 
poisonous  gases,  and  so 
here’s  etidence  the 
invasion  was  justified. 
Reporters  will  find  vic¬ 
tims  of  Saddam’s  torture 
—  it  won’t  be  hard  — 
rather  than  victims  of 
American  bombing 
mistakes.  A  live  victim  is 
always  more  interesting 
than  a  dead  victim.” 

He  added;  “If  I 
were  willing  to  risk 
my  life  as  a  reporter. 

I’d  go  to  Bitstci.  The 
Shiites  will  take 
advantage  of  the  chaos 
in  the  South.  I,ast  time. 


they  exacted  a  horrible 
revenge  on  Saddam’s 
people.  A  civil  war  could 
start  there,  and  you 
might  see  the  U.S.  in  the 
position  of  suppressing  a 
Shiite  uprising.” 

Though  he  believes 
“you  can’t  expect  much 
of  embedded  reporters.” 
MacArthur  said  he 
does  not  blame  them 
for  the  limitations  the 
Pentagon  has  been  able 
to  impose. 

“The  ones  who  agreed 
to  the  embedding  are 
the  owners  of  media,” 
he  pointed  out.  “If  the 
owners  would  show 
some  .solidaritv'  and 
say,  ‘We  ll  agree  to  a 
lotteiy  or  some  other 
sv'stem,  but  we  won’t 
go  along  with  this 
embedding  anjinore,’ 
we’d  stand  a  chance 
of  changing  those 
limitations."  H 


Editor  at  Large  Mark 
Fitzgerald  (above)  pens 
winners;  Editor  Greg 
Mitchell  is  a  good  Fellow. 


HP’ editor,  editorials  honored 


For  the  second  time  in  three  years. 
Editor  Publisher  has  won  the  highest 
honor  in  business  journalism  for  its  staif- 
written  editorials. 

At  Wednesday’s  49th  annual  Jesse  H.  Neal 
National  Business  Journalism  Awards  ceremony 
attended  by  nearly  500  publishers  and  editors  at 
the  Waldorf-Astoria  Hotel  in  New  York,  Editor 
Greg  Mitchell  also  was  awarded  one  of  the 
two  individual  prizes,  the  McAllister  Editorial 
Fellowship  for  2003.  Administered  by  American 
Business  Media,  the  Neal  Awards  were  given  to 
27  business-to-business  or  trade  publications 
after  the  judging  of 1,093  entries. 
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Piece  of  the  pie 
for  Connecticut 


Circulation  sales  tax  starts  April  1 


BY  LUCIA  MOSES 


A  April  Fools’  Day  is  no  joke  to  newspaper 

publishers  in  Connecticut,  one  of  many 

states  where  legislators  recently  have  pressed  for 

media  taxes  to  offset  budget  deficits. 

The  Connecticut  Daily  Newspapers  Association 

is  “trying  like  mad”  to  get  k 

repealed  a  6%  tax  on  news-  1 

paper  and  magazine  sales 

that  was  enacted  as  part  of  a 

deficit  package,  said  Executive 

Director  Richard  King. 

Members  hope  to  convince 

lawmakers  that  the  headache 

of  collecting  the  sales  tax 

won’t  be  worth  the  revenue  Utah:  The  other 

A  u-  u  •.  .•  .  *  Michael  J.  Fox 

gamed,  which  it  estimates  at 

$12  million  a  year,  far  less  than  the  government’s 

estimate  of  $68  million  annually.  King  is  especially 

worried  that  the  tax  would  apply  to  rack  sales,  in 

which  case  papers  would  have  to  pay  it  themselves. 

King  is  encouraged  by  Gov.  John  G.  Rowland’s 

opposition  to  the  tax,  but  added,  “Trying  to  predict 

what  the  Legislature  will  do  under  a  budget  crunch 

is  almost  impossible.” 

Seventeen  other  states  already  have  circulation 
taxes,  in  most  cases  on  home  delivery,  rack  sales, 
and  mail  subscriptions,  according  to  the  News¬ 
paper  Association  of  America. 

While  Arkansas  legislators  also  are  considering  a 
tax  on  new'spaper  subscriptions,  both  they  and 
their  counterparts  in  Texas  are  among  the  latest  to 
propose  taxes  on  advertising  time  and  space  (,Ei3P, 
Feb.  17,  p.  8).  “We’re  going  to  use  every  argument 
we  can  ...  to  convince  them  our  argument  is 
correct,”  said  Dennis  Schick,  executive  director  of 
the  Arkansas  Press  Association,  which  also  is 
fighting  a  slew  of  proposals  to  weaken  public  access 
to  information  —  in  some  cases  motivated  by 
concerns  about  homeland  security. 

In  Utah,  papers  are  celebrating,  at  least  tem¬ 
porarily,  the  death  of  a  proposed  levy  on  newspaper 
sales.  Michael  J.  Fox,  executive  director  of  the  Utah 
Press  Association,  credited  “an  amazing  effort”  by 
many  daily  and  weekly  newspapers  that  bombard¬ 
ed  their  local  representatives  with  phone  calls  for 
helping  defeat  the  measure.  In  the  end,  the  final 
budget  didn’t  require  the  tax,  he  said. 

Well  aware  that  the  measure  could  come  up  in 
the  next  legislative  session.  Fox  is  preparing  to  fight 
it  again,  though.  11 


CIRCUIJVTION  SAI.ES  TAX  SET  TO  TAKE  EFFECT 


Utah:  The  other 
Michael  J.  Fox 


driver  —  will  have  its 
request  heard  by  a 
three-judge  state 
appeals  court,  the 
panel  ruled  Thursday. 

The  Gannett  Co. 

Inc. -owned  daily  took 
ite  request  to  the 
appeals  court  after 
Superior  Court  Judge 
Edmuttd  Bernhard  of 
Hunterdon  County, 
where  Williams  is  on 
trial  for  aggravated 
manslaughter, 
declined  the  request. 

“We  are  somewhat 
encouraged,”  Courier 
News  Executive 
Editor  James 
Flachsenhaar  said 
about  the  court’s 
willingness  to  hear 
the  request.  “I  think 
our  chances  are 
50-50.” 

The  newspaper 
sought  the  tape 
under  the  state’s 
Open  Public  Records 
Act,  which  went  into 
effect  last  summer. 


-  JOE  STRUPP 


miflPTOOFFEII 

lENEBSim 


In  a  partnership 
with  Hispattic 
PR  Wire  the  Natkmal 
Association  of 
Hispanic  Publications 
(NAHP)  starting 
Wednesday  will 
offer  member  news¬ 
papers  and  other 
publications  free 
Web  sites. 

More  than  half  of 
NAHP’s  214  publica¬ 
tions  now  have  no 
Web  site,  said  Robert 
Armband,  the  associ¬ 
ation’s  vice  president 
of  marketing  and 
associate  publisher  of 
La  Raza  in  Chicago: 
“What’s  keeping 
them  from  going  on 
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line  is,  first,  the  cost 
of  buying  software  ... 
and,  second,  the  time 
it  takes  to  keep  the 
system  maintained. 
With  this  Hispanic 
Digital  Network,  we’ll 
give  them  a  manual 
en  espanol,  a 
program  easy  to  get 
familiar  with,  and 
enough  tech  support 
that  our  publishers 
will  feel  comfortable 
migrating  online.” 

The  local  content 
from  Hispanic  papers 
will  distinguish  the 
network  from  existing 
Spanish-language 
and  bilingual  portals. 
Armband  said:  “It’s 
unprecedented  in 
creating  a  network  of 
Hispanic  publications 
that  allows  advertis¬ 
ers  a  digital  buy.” 

Three  of  the  Web 
templates  offered  by 
the  program  are 
posted  at  http://www 
.hispanicprwire.com/ 
templates. 

-  MARK  FITZGERALD 

lOOM’lTHA 

(DieiTADVIEW 

loom  County” 

is  back  —  this 
time  on  the  Web. 

Starting  March  17, 
subscribers  to 
uclick’s  MyComics 
Page.com  can  see 
reruns  of  Berkeley 
Breathed’s  Pulitzer 
Prize-winning  strip  — 
which  was  syndicated 
from  1980  to  1989 
and  appeared  in  more 
than  1,200  papers  at 
its  peak. 

Breathed  is  now 
developing  a  film 
project  starring  his 
comic’s  Opus  the 
penguin  character. 

-  DAVE  ASTOR 


ABC  contemplating  radical  change 


Circulation  a  day-to-day  thing? 


BY  MARK  FITZGERALD 


UNDER  PRESSURE 

from  its  adver¬ 
tiser  members, 
the  Audit  Bureau  of 
Circulations  (ABC)  is 
considering  requiring  all 
daily  newspapers  to 
report  circulation  aver¬ 
ages  by  each  day  of  the 
week,  rather  than  simply 
“daily”  and  Sunday. 

The  trial  represents  a 
radical  change  in  report¬ 
ing  circulation:  Right 
now,  ABC  rules  actually 
prohibit  most  papers 
from  reporting  day-of- 
week  averages  in  the 
FAS-FAX  report  or  on 
the  front  page  of  their 
Publisher’s  Statements. 
But  the  proposal  follow's 
other  dramatic  changes 
that  Schaumburg,  111.- 
based  ABC,  once  a 
bastion  of  tradition,  has 
already  implemented, 
such  as  redefining  paid 
circulation  to  include 
deeply  discounted 
copies. 

Advertisers  favor  day- 


of-w'eek  reporting,  said 
John  Murray,  \ice  presi¬ 
dent  of  circulation  for 
the  Newspaper  Associa¬ 
tion  of  America:  “ABC 
directors  who  are 
advertisers  have  always 
w'anted  more  detailed 
circulation  information, 
and  this  is  really  just  a 


continuation  of  that 
trend.  Newspapers  at 
this  point  are  talking 
about  it.  But  the  conver¬ 
sations  at  the  meetings 
are  along  the  lines  of — 
there  are  a  lot  of  issues 
we  need  to  examine 
before  newspapers  are 
ready  to  make  a 
commitment.” 

If  implemented,  the 
proposal  could  compli¬ 


cate  life  at  the  many 
smellier  and  midsize 
newspapers  that  are  not 
now  tracking  average 
circulation  by  day.  One 
chain  publisher,  talking 
anonymously,  had  this 
reaction  when  told  of  the 
possible  rep)orting  re¬ 
quirement:  “Oh,  boy. 
Yeesh.  I’m  not  sure  we’d 


be  real  aaxious  to  .start 
doing  that.  I’m  not  real 
enthu,sed  about  it  as  a 
concept.” 

Still,  big  newspapers, 
which  traditionally 
reported  their  daih' 
circulation  by  averaging 
Mondays  through 
Fridays  or  Mondays 
through  Saturdajs,  are 
increasingh'  breaking 
out  particular  days  or 


blocks  of  days  in  FAS- 
FAX  reports  and  Pub¬ 
lisher’s  Statements,  often 
to  emphasize  strong 
sales  of  their  issues  on 
Fridays  or  midweek 
“food  day.”  The  Chicago 
Tribune,  for  instance, 
reports  circulation  aver¬ 
ages  four  ways:  Mondays 
and  Tuesday's;  Wednes¬ 
days  through  Fri¬ 
days;  Saturdays; 
and  Sundays. 

Requiring 
separate  reports 
for  every  day  of 
the  week  would 
have  the  \irtue  of 
ensuring  easily 
comparable  figures,  but 
it  also  would  clutter  up 
the  top-line  figures.  The 
value  of  FAS-FAX  is  that 
you  can  pick  it  up  and 
see  the  relative  .sales  of 
two  different  news¬ 
papers  very  quickly,” 
said  NAA’s  Murray. 
“Where  do  we  hit  the 
point  of  diminishing 
returns  when  you  have 
so  much  information?”  (1 


In  the  pursuit  of  more 
circulation  data, 
“where  do  we  hit  the 
point  of  diminishing 
returns?”  —  john  Murray 

NAA 


AP  and  the  piu’loined  package 


BY  JOE  STRUPP 

HE  Associated  Press 
may  take  legal  action 
against  the  federal 
government  after  U.S.  customs 
agents  intercepted  (without  a 
warrant)  a  package  sent 
between  two  AP  reporters  last 
fall  and  failed  to  notify  the  news 
organization,  which  believed  it 
had  been  lost.  “We  are  assessing 
the  facts  to  judge  how  to 
respond,  but  we  will  respond,” 
said  David  Tomlin,  assistant  to 
the  president  of  AP. 

Robert  Leger,  president  of 


the  Society’  of  Professional 
Journalists,  called  the  seizure 
“outrageous.”  And  Lucy  Dalglish, 
executive  director  of  the 
Reporters  Committee  for 
Freedom  of  the  Press,  called  it 
“an  incredible  situation.” 

The  package  was  one  of 
several  sent  between  reporters 
Jim  Gomez  in  Manila,  Philip¬ 
pines,  and  John  Solomon  in 
Washington  as  part  of  research 
for  stories  on  terrorism.  Missing 
since  it  was  sent  via  FedEx  last 
September,  the  package  con¬ 
tained  an  unclassified  FBI  lab 


report  that  had  been  obtained 
through  public-records  channels, 
Tomlin  said.  “Since  we  only- 
know  about  it  because  we  were 
tipped  off,”  he  added,  “who 
know-s  what  the  government  is 
taking  off  conveyer  belts?” 

The  FedEx  Corp.  told  the  news 
organization  that  the  package 
had  been  lost.  Tomlin  said  the 
cooperative  found  out  about  the 
interception  by  federal  officials 
from  a  tip.  FBI  spokesman  Bill 
Carter  told  E^P  the  original 
documents  should  never  have 
been  released  to  AP.  Customs 
officials,  in  a  statement, 
defended  their  actions.  II 
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HAWAII 

Frank  Teskey  to  president  and  publisher  of 
the  Honolulu  Star-Bulletin  and  president 
of  the  newspaper’s  sibling,  MidWeek, 
from  vice  president  of  Cariboo  Press, 
which  publishes  27  newspapers  in 
Canada.  All  are  units  of  Black  Press  Ltd., 
based  in  Victoria,  British  Columbia. 
Effective  March  29,  Teskey  will  replace 
Don  Kendall,  who  is  resigning  to  return  to 
Canada,  where  he  will  continue  to  work 
within  Black  Press. 


BY  J.J.  MC  GRATH  newspeople@editorandpublisher.com 


ILLINOIS 

Jim  Freeland  to  publisher  of  The  Marion 
Daily  Republican  and  The  Spokesman, 
a  weekly  newspaper  in  Herrin,  from 
publisher  of  the  Mineral  Daily  News- 
Tribune  in  Keyset,  W.Va.  All  the  papers 
are  owned  by  Liberty  Group  Publishing, 
headquartered  in  Northbrook,  Ill. 

Jane  Dotson  to  general  manager  and  editor 
of  the  Highland  News  Leader,  a  semi¬ 
weekly  paper.  Dotson,  also  editor  of  the 
Neu's  Leader  from  1985  to  1993,  succeeds 
Maryann  Weigel,  who  retired  Jan.  31. 

Bill  Beard  to  editor  of  Beardstown 
Newspapers  Inc.,  a  Beardstown-based 
publishing  company.  Previously,  Beard 
served  13  years  as  assistant  editor  for  the 
Lincoln  Legal  Papers  Project. 


CALIFORNIA 


Susan  Goldberg 

Susan  Goldberg,  43,  has  been  appointed 
executive  editor  of  the  San  Jose  Mercury 
News,  becoming  the  first  woman  to 
assume  responsibility  for  all  newsroom 
functions  as  the  Knight  Ridder  news¬ 
paper’s  top  editor.  Formerly  managing 
editor,  she- replaces  David  Yarnold,  50, 
the  newly  named  editor  of  the  paper  with 
responsibility  for  its  editorial  pages  and  Sunday  “Perspective” 
section.  The  appointments  can>e  within  a  week  of  the  departure 
of  Editorial  Page  Editor  Dennis  R.  Ryerson,  now  vice  president 
and  editor  of  Gannett  Co.  Inc.’s  The  Indianapolis  Star. 


KENTUCKY 

Murray  Evans  to  correspondent  in  charge 
of  the  Le.xington  bureau  of  The 
Associated  Press  from  reporter  for 
The  Daily  Oklahoman  in  Oklahoma  City. 

NEW  YORK 

Andrew  Langhoff  to  general  counsel  for 
Ottaway  Newspapers  Inc.,  the  Dow 

ALABAMA 

Mitch  Sneed 

to  managing  edi¬ 
tor  of  the  Opelika- 
Auburn  News 
from  enterprise- 
team  editor  at  the  Fort  Wayne 
(Ind.)  News-Sentinel.  William 
White,  who  had  been  serving  as 
interim  managing  editor,  has 
resumed  his  duties  as  editor  of  The 
Auburn  Bulletin,  a  weekly. 


Jones  &  Co.  Inc.  unit  based  in  Campbell 
Hall.  Most  recently,  Langhoff  was  vice 
president  for  business  development  at 
V’irage  Inc.,  headquartered  in  San 
Mateo,  Calif.  He  replaces  Peter  Stone, 
who  retired. 

NORTH  CAROLINA 
Mary  Donahue  Quinlan  to  vice  president- 
New  York  advertising-sales  director  for 
the  Netw’ork  of  City  Business  Journals, 
the  Advance  Publications  unit  based  in 
Charlotte  that  represents  almost  70 


local  business  newspapers  across  the 
country.  Previously,  Quinlan  had 
worked  for  several  publishing  companies, 
including  Advance’s  own  Conde  Nast, 
the  Walt  Disney  Co.,  and  The  Wall 
Street  Journal. 

PENNSYLVANIA 
Howard  Altman  to  editor  in  chief  of  the 
Philadelphia  City  Paper  Irom  executive 
editor.  Effective  March  29,  Altman  will 
succeed  David  Warner,  who  is  resigning  to 
move  to  Vermont. 
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superior  corporate  executives,  publishers,  editors, 
managers  in  ail  departments. 
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California’s  current  budget  crisis  is  not  the  only  reason 
its  college  journalism  programs  are  facing  elimination 


IMAGINE  THE  UNIVERSITY  OF 

California  (UC)  proposing  to  shut 
down  the  undergraduate  computer 
programs  at  each  of  its  nine 
campuses.  Or  suggesting  it  shutter  its  only 
School  of  Optometry.  Or  its  only  veterinary 
program.  Just  think  what  the  People  for  the 
Ethical  Treatment  of  Animals  (PETA) 
alone  would  do  to  protest  that. 

Yet,  the  faculty  governing  body  at  UC 
Santa  Cruz  began  deliberating  last  week 
whether  to  eliminate  the  only  undergrad¬ 
uate  journalism  program  in  the  UC  system. 
So  far,  there’s  no  journalis¬ 
tic  equivalent  of  PETA’s 
threatening  to  march  un¬ 
clothed  behind  banners 
reading,  “I’d  rather  go 
naked  than  get  a  sheepskin 
from  a  college  that  doesn’t 
offer  ‘Newswriting  101.’” 

The  UC  Santa  Cruz 
journalism  program  is 
hugely  popular:  Three 
students  apply  for  every  available  spot. 

But  a  report  in  the  Santa  Cruz  Sentinel  by 
staff  writer  Jondi  Gumz  suggests  students 
believe  the  j-classes  are  doomed.  They  note 
the  program  has  been  an  academic  charity 
case  for  the  past  two  school  years,  surviving 
only  on  “carryover”  money  from  the  writing 
department’s  budget. 

Indeed,  all  through  California,  journal¬ 
ism  programs  and  newspapers  at  both  the 
college  and  high-school  levels  face  drastic 
cutbacks  and  even  elimination,  according 
to  the  California  Newspaper  Publishers 
Association  (CNPA).  That’s  what  happened 
March  10  at  the  College  of  the  Sequoias  in 
Visalia,  where  trustees  approved  faculty- 
firings  that  will  wipe  out  all  j-classes. 


The  immediate  cause  of  this  journalism- 
education  crisis  is  the  state  budget’s 
$35-billion  shortfall,  but  this  is  not  just  a 
California  problem  —  and  not  only  a  fiscal 
issue.  One  reason  journalism  programs 
everywhere  are  proving  vulnerable  when 
money  gets  tight  is  that  universities 
themselves  remain  unconvinced  about 
the  academic  heft  of  journalism  education 
—  and  confused  about  its  mission.  Look 
at  the  debate  that’s  been  going  on  for 
months  at  one  of  the  nation’s  premier 
programs,  Columbia  University’s  Graduate 
School  of  Journalism. 

And  it  doesn’t  help 
j -schools  with  state 
budget  makers  that  the 
newspaper  industry  also 
runs  hot  and  cold  on  the 
worth  of  a  journalism 
major.  You’ll  never  hear 
Bill  Gates  say  software 
developers  shouldn’t 
bother  with  an  education 
in  engineering,  but  plenty  of  editors 
publicly  disparage  a  journalism  degree.  As 
Columbia’s  soul-searching  over  its  program 
demonstrates,  the  question  of  whether  to 
teach  journalism  more  as  a  kind  of  trade 
craft  or  more  as  a  social  science  is  an  endur¬ 
ing,  difficult,  and  perhaps  insoluble  one. 

However  particular  editors  stand  in  that 
debate,  all  newspapers  should  be  far  more 
vigorous  in  defense  of  their  local  journalism 
education  programs.  The  industry  —  and, 
indeed,  business  at  large  —  needs  the  clear 
thinking  and  clean  writing  of  well-taught 
j-school  grads.  Newspapers  should  heed 
the  advice  many  a  parent  has  given  their 
aspiring  novelist  or  playwright:  J-school  is 
something  they  can  always  fall  back  on. 


Newspapers 
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Newspapers,  more  than  ever,  need  to  know 
the  enemy  if  they  want  to  succeed 
in  a  tough  ad  market.  Here’s  an  ‘E&P’ 
tip  sheet  on  TV,  radio,  and  the  rest 
of  the  competition. 


Illustrations  by  Terry  Colon 


BY  LUCIA  MOSES 


JOHN  Goetz  got  his  first  lesson  in  how 
not  to  sell  newspaper  advertising  from  Bud 
Selig,  now  the  commissioner  of  Major 
League  Baseball.  It  was  1968,  Goetz  was  an 
outside  classified-ad-sales  representative  for 
the  Milwaukee  Journal  Sentinel,  and  Selig  a  major 
auto  dealer  in  his  territory.  During  their  first  meeting, 
Selig  and  his  general  manager  gave  Gk)etz  their  blunt 
assessment  of  newspaper  ad  reps:  “All  you  guys  ever 
care  about  is  selling  more  newspaper  advertising.  No 
one  has  tried  to  take  into  account  what  we  need.” 
Goetz,  today  a  sales  trainer  for  The  San  Diego  Union- 

John  Goetz, 
an 

sales  for 
The  Sen 
Union-Tribune, 
honed 
with  an 
from  an  auto 
dealer 
went  on  to 
buy 

Milwaukee 

Brewers. 


Behind  the  8  ball?  Hardly.  In  fact,  The  Virginian-Pilot’ s  Michael 
Lambert  is  “coming  close”  to  a  mathematical  formula  that  will 
show  a  link  between  newspaper  advertising  and  sales. 
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Tribune,  never  forgot  that  comment.  Since 
then,  he’s  been  pitching  “consultative 
selling”  as  a  way  to  win  a  bigger  share  of  a 
customer’s  ad  dollars. 

He  represents  more  the  exception  than 
the  rule,  though.  Consultative  selling  is  the 
norm  at  other  media,  but  still  considered 
innovative  for  newspapers.  As  the  domi¬ 
nant  local  players  for  so  long,  they  haven’t 
had  to  get  too  reactive  —  or  too  creative. 

Or  so  they  thought.  Newspapers  have 
lost  a  big  share  of  locaJ-ad  dollars  to 
competing  media  that  are  slicker  or  just 
plain  hungrier.  Papers  that  aren’t  selling 
consistently  with  an  eye  on  local 
competitors  do  so  at  their  own  peril. 
Advertisers  aren’t  spending  like  they  used 
to,  so  papers  that  expect  to  boost  revenue 
will  have  to  do  it  at  someone  else’s  expense. 

In  customer-satisfaction  surveys, 
advertisers  give  newspapers  points  for 
things  such  as  accuracy  in  their  ads  and 
service  —  the  basics.  That’s  no  longer 
enough  for  the  local  furniture-store  owner 
who  needs  fresh  ideas  to  make  his  cash 
register  ring.  Unfortunately,  too  many 
newspaper  reps’  idea  of  consultative  selling 
is  “go  bigger,  more  days,  add  color,”  says 
Alice  Kemper,  founder  and  president  of 
Sales  Training  Consultants  Inc.  in  Fort 
Lauderdale,  Fla.  While  radio  and  TV'^  are 
pitching  creative  marketing  ideas,  she 
reports,  “our  salespeople  are  still  standing 
over  the  counter  with  a  rate  card.” 


Goetz’s  reps  don’t  walk  into  an  adver¬ 
tiser’s  office  and  start  talking  about  the 
Union-Tribune.  Instead,  they  find  out  the 
advertiser’s  sales  goal  and,  from  that,  esti¬ 
mate  his  ad  budget.  Then  they  formulate  a 
media  plan  that  will  use  the  paper  to  meet 
that  goal,  based  on  the  reach  of  the  news¬ 
paper  ad  schedule.  The  reps  show  how 
shifting  spending  to  the  paper  will  let  the 
advertiser  reach  more  potential  customers. 

Goetz  says  that,  while  his  training  is 
paying  off  at  the  Union-Tribune,  it  took 
years  to  get  people  used  to  a  different  way 
of  selling.  “We  can’t  afford  to  do  business 
as  usual,”  he  declares.  “We’ve  got  to  offer 
things  no  other  media  can  offer.” 

At  the  local  level,  competing  media  have 
become  more  numerous  and  better  at 
selling  themselves.  Cable  TV  and  radio  are 
stronger  than  ever.  Billboards  and  Web 
sites  battling  for  auto,  employment,  and 
real-estate  ads  are  nibbling  at  market  share. 
One  of  them,  RegionalHelpWanted.com, 
enlists  radio  stations  to  promote  its  net¬ 
work  of  local  help-wanted  sites.  President 
Eric  P.  Straus  predicts  its  oldest  site, 
Poughkeepsie,  N.Y. -based  HudsonValley- 
HelpWanted.com,  will  do  $2  million  to  $3 
million  in  annual  revenue  in  five  years.  “It’s 
another  ankle-biter  hurting  the  newspaper 
industry,”  says  sales  trainer  Mike  Blinder. 

The  local  competition  is  changing, 
sometimes  to  the  detriment  of  newspapers. 
Here’s  how,  medium  by  medium: 


As  CABLE  TV’s  PRESENCE  HAS 
multiplied  in  household  pene¬ 
tration  and  channels,  network  TV 
prime-time  audience  share  declined  to 
56%  in  2001  from  62%  in  1996.  Media 
merchant  bank  Veronis  Suhler  Stevenson 
predicts  that  from  2001  to  2006  local  cable 
spending  will  outpace  local  broadcast 
spending,  with  the  former  growing  12.9%, 
the  latter  3.9%,  compounded  annually. 

But  watch  out:  The  kick  in  the  pants 
from  cable  has  forced  broadcast  salesjjeople 
to  get  more  aggressive.  And  in  today’s 
economy,  broadcast  actually  looks  better  to 
big  players  such  as  car  advertisers,  as  active 
shoppers  become  passive  ones,  says  sales 
consultant  Blinder.  Newspapers  should 
respond  with  advertising  ideas  that  will  get 
the  passive  shopper’s  attention,  he  says, 
such  as  selling  an  auto  ad  on  the  financial 
page  or  recruitment-ad  positions  on  the 
home  page  of  the  pap)er’s  Web  site. 

Long  term,  advances  in  TV-viewing 


measurement  could  have  an 
upside  for  newspapers. 
Nielsen  Media  Research,  a 
VNU  sibling  of  E^P,  is 
replacing  its  paper-based 
diaries  with  a  “People 
Meter”  service  that  will 
give  advertisers  over¬ 
night-viewing  data  at  the 
local  level.  And  Arbitron 
is  testing  a  portable  meter 
that  automatically  records 
what  its  wearer  watches. 

Michael  Lambert,  media 
research  specialist  for  The 
Virginian-Pilot  in  Norfolk, 
believes  people  meters  will 
put  papers  in  a  positive  light 
by  underscoring  the  passive 
nature  of  TV  watching: 

“This  is  earth-shattering 
stuff,  and  it’s  going  to  be  veiy' 
advantageous  for  newspapers. 


Shares  of 

Local 

Advertising 

Daily  Newspapers 
I  I  Radio  Stations 
I  I  TV  Stations 
Yellow  Pages 
llll  Cable  TV  Systems 
H  Outdoor 


Source:  Veronis  Suhler 
Stevenson  Communications 
Industry  Forecast, 
2002-2006 


Total:  $51.1  Billion 


Total:  $65.5  Billion 


Though  its  share  is 
still  relatively  small, 
cable  is  the  fast¬ 
growing  pubescent  kid  of  all 
media.  Its  revenue  shot  up 
17.8%  between  1996  and 
2001,  compounded  annually, 
and  is  expected  to  continue 
growing  at  a  double-digit 
percentage  pace.  Cable  offers 
advertisers  the  total  package: 
reach,  frequencv',  and  audience 
targeting  at  rock-bottom  prices. 

While  most  of  its  revenue 
comes  from  subscriber  fees, 
cable  snatched  up  $3.4  billion 
in  local-ad  revenue  in  2001. 

Once  derided  as  order-takers 
(sound  familiar?),  cable  reps 
have  dramatically  improved 
their  sales  presentations  with 
training  and  marketing  support. 

Like  radio,  cable  offers  its  salespeople  high 
commissions  —  and  provides  a  ftin  envi¬ 
ronment  that’s  light  on  structure,  sajs  Ed 
Baron,  a  newspaper-industry  sales  trainer. 

And  cable  is  becoming  as  targeted  as 
newspapers,  in  some  markets  selling  by 
neighborhood,  with  the  goal  of  sending  ads 
to  individual  sets.  Long  term,  TV  people 
meters  should  be  a  boon  for  cable,  whose 
audiences  are  too  small  to  be  accurately 
measured  by  printed  diaries.  Calling  cable 
“radio  on  steroids,”  Blinder  predicts  it  one 
day  will  be  newspapers’  “big  problem.” 


Story  continues  on  page  21 
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W.B.  Grimes  &  Co.-  Est.  1959 

NORTH  TEXAS  WEEKLY,  good  demo 
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son  length.  $250,000  gross  with  High  profit 
margin.  For  more  info  e^nail: 

paper4sale@hotmail .  com 

NEWSPAPERS  WANTED 

WANTED  TO  PURCHASE  Small-town 
newspapers  with  paid  circulation  4,000  or 
above  by  award-winning  non-public  group 
that  will  treat  your  employees  and  your 
community  as  well  as  you  have  done. 

Box  2036,  Editor  &  Publisher  Classified 
770  Broadway,  7th  FI,  NY,  NY  10003 

PUBLICATIONS  FOR  SALE 

SAN  ANTONIO  KIDS  MAGAZINE.  Palm 
Beach  Tour  Guide,  National  Vending  Trade 
Monthly,  Tampa  Holisbc  Magazine,  Upstate 
NY  Weekly  -Kamen  &  Co  (516)  379-2797 


_ MAILROOM _ 

BUY/SELL/ALL  MAILROOM  EQUIPMENT 

Muller  Marbni/Rima/(3uipp 
Harris/Heidelberg/Hall 
Stitcher/Trimmers  &  Inserters 
Joe  Scott  &  Associates,  Inc. 

(256)  997-9355  Fax;  (256)  997-%66 

NEWSTEC,  INC 

Specializing  in  Inserters  and 
Post  Press  Confrots  -  •  Installabon 
•  Spare  Parts  •  Buy/Sell  used  Inserters 
Terry  Connors,  Vice  President  of  Sales 
Phone;  (508)  8587945 
Fax;  (508)8587951 
tconn3317@aol.com 

NEWSRACKS 


-EQUIPMENTS  SUPPLIES- 


CURRENTLY  AVAILABLE  FROM  INLAND 

•  5  unit  HARRIS  1660  with  double  2;1 
folder,  five  MEG’s  -  price  reduced. 

•4-Unit  GOSS  METRO  OFFSET  -  22 
ae”  cut-off  with  a  18side  half  deck. 

•  Add-on  1000  series  GOSS  URBANITE 
units. 

•  7-unit  GOSS  SC  press,  clean  and  In 
good  condition. 

•  8unit  GOSS  COMMUNITY  -  with 
60HP  drive. 

•  8-unit  WEB  LEADER  with  2  stacked 
position  units. 

•  HARRIS  VI 5A  &  VI 5C.  NEWS  KING, 
and  WEB  LEADER  equipment. 

Inland  Newspaper  Machinery  Corp. 
P.O.  Box  15999,  Lenexa,  KS  66285 
(913)  492-9050  •  Fax  (913)  492-6217 

www.inlandnews.com 

PRESSES 

•  Goss  3;2  Folders  23  9/1 0”.  22  3/4”, 

22”,  21  1/2”,  21’ 

•  New  or  Rebuild  Goss  R.T.P.  42”  -f  45” 

•  Goss  Y  columns  ail  sizes 

•  Goss  Metro  Units 

•  (jOSS  Metro  Half  desks 

•  Goss  Cosmo  Units 

•  Mebo  13  sized  colored  deck 
Northeast  Industries,  Inc. 

Tel:  (800)  821-6257 
Fax:  (323)  256-7607 

WEB  PRESSES  &  AUXILIARIES 

www.graphicmachinesales.com 
(815)  6484611  or  fax  (815)  6482856 


-INDUSTRY  SERVICES- 


CIRCULATION  AUDIT 

THERE  IS  AN  ALTERNATIVE! 

Circulabon  Verificabon  Council  (CVC)  is  the 
largest  auditor  of  community  papers  nabon- 
wide.  Call  for  an  informabon  kit  and 
no-obligabon  quote.  (800)  262-6392 

CIRCULATION  SERVICES 


40  YEARS  NEWSPAPER 
EXPERIENCE 


Metro  News  Service,  Inc. 
Nationwide  TELEMARKETING 
Cutbng-Edge  Technology 
Horace  Southward/Enc  Southward 
(800)  9588475 
www.metro-news.com 


Coin  Operated.  Free  Distribution 
Wire  Plastic,  Wood,  Counter 
Floor,  &  Wall.. .We  Have  It  All 


Pgblication  Brokerag*  A  Appraisal 


I  104  East  Main,  Suite  402,  Bozeman,  MT  5971.S  ■  (406)  58<>-t)621  •  FAX  406-586-6774 
WWW  edltorandpublisher.com 


CIRCULATION  lit  PROMOTIONS.  INC. 

Your  telemarkebng  partner  into  the  21  st 
century!  Bob  Price;  (949)  760-3939 
Circulationiii.com 

HEADLINE  PROMOTIONS.  INC. 

ColdCalling  Specialists. 
Programs  Include; 

•  Starts  •  Stop-Saver  •  Verification 

(800)  2689823 
Dennis  Mc(^illan 
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Cal  Now  (800)  243-3899 
Fax  (818)  764-5372 

NATIONAL  NEWSVEND 

7324  Greenbush  Avenue 
NH.  01,91605 


Phone:1-888-825-9149  -  JLMSIFIED  ADVERTISiNG  ~  Fcnr :  (646)  654-5312 

MGOLDEN@EDITORANDPUBLISHER.COM  •  MMACMAHON@EDITORANDPUBLISHER.COM  •  HPREUSS@EDITORANDPUBLISHER.COM 


-INDUSTRY  SERVICES-  11  _ -HELP  WANTED- 


CIRCULATION  SERVICES 


LEVIS 

ALL  YOU  NEED  TO  KNOW 
ABOUT  NEWSPAPER 
TELEMARKETING 

Starts/NIE  Fundraising/Stop  Saver 
(800)  884-9511 
Email:  thelevlsco@aol.com 


MARKETING  PLUS  INC. 

Telemarketing  specialists  in  circulation 
development.  Custom  programs  for  any 
size  publication.  State  of  the  art 
predictive  dialer.  We  have  many  years  of 
experience  delivering  Quality  plus 
Quantity  sales!  Phone:  (732)  73&5100 
FAX:  (732)  738-5115 
E-mail;  mpi@marketingplusinc.com 
www.marketingplusinc.com 
Member  of  the  USA  Chambers  of  Commerce 


PRO  STARTS 

PROFESSIONALTELEMARKETING  SERVICES 
FOR  BUILDING  CIRCULATION 
TOM  ZGONC  (800)  776-6397 

WWW.PROSTARTS.COM 


WESTPARK  DIRECT 

Intelligent  Circulation  Marketing 

www.westparkdirect.com 


COMPLTDR  SOFTWARE 


SOFTWARE  for  AR,  classifieds 
scheduling  &  circulation.  Fake  Brains 

(303)  791-3301  www.fakebrains.com 


CONSULTANTS 


PRESSROOM  SERVICES 


PRESSROOM  CLEANING  PROBLEMS? 

Dirty  presses,  ceilings,  walls,  beams?  Unsafe 
floors,  catwalks  and  ladderways?  Dirty 
handling  systems,  duct  work? 

Daily  Service  Contracts 
One  Time  Service 
ALL  WORK  DONE  TO  YOUR 
COMPLETE  SATISFACTION 
45  Years  experience! 
PRESSROOM  CLEANERS 
CALL  TOLL  FREE  (800)  657-2110 
www.pressroomcleaners.com 


ADMINISTRATIVE 


GENERAL  MANAGER 

General  manager  needed  for  daily  newspaper 
(under  10,000  circ)  located  in 
Nebraska.  Seeking  highly  motivated  individ¬ 
ual  to  grow  operation.  Excellent 
opportunity  for  advertising  professional. 
Ideal  candidates  will  possess  a  strong 
newspaper  background,  motivational  and  in¬ 
terpersonal  skills  and  be  able  to  lead  a 
management  team  toward  a  common  goal. 
Sales  background  a  must  and  shopper  his¬ 
tory  a  plus.  A  strong  community-customer 
focus  is  essential.  Competitive  salary,  annual 
bonus  and  excellent  benefits  package 
provided  to  the  right  candidate.  Please 
send  resume  and  cover  letter  to: 

Box  3291,  Editor  &  Publisher  Classifieds 
770  Broadway,  7th  Floor 
New  York,  NY  10003 


PUBLISHER  FOR  AGRICULTURAL  PAPER 

Publisher  for  Capital  Press,  38,OOOcirc. 
leading  ag  newspaper  for  WA,  OR,  ID  and 
CA.  Weekly,  family  owned,  broadsheet 
newspaper  covers  all  farm  commodities  in 
traditional  journalistic  approach.  Experienced 
staff  of  56,  including  14  field  staff. 
Letters,  resumes  to  C.K,  Patterson,  Capital 
Press,  P.O.  Box  2048,  Salem,  OR  97308. 
For  further  information: 
capitalpress.com/miscpages/work.htm 


ADMINISTRATIVE 


PUBLISHER 

Established  paid  weekly  newspaper  in  the 
beautiful  northbay  of  San  Francisco  seeks  a 
leader  for  its  1 5  person  staff.  Ideal  candidate 
has  either  editorial,  advertising,  or 
general  management  experience.  Roll  your 
sleeves  up  and  have  fun.  Solid  ownership 
/management,  competitive  pay  and 
benefits.  Reply  to  Scripps  Enterprises  Inc., 
P.O.  Box  516,  Napa,  CA  94559. 


ADVERTISING 


ADVANCEMENT 

See  how  far  your  career  can  take  you. 
www.boonenewspapers.com 


ADVERTISING  DIRECTOR 

The  Ironton  (OH)  Tribune,  a  6,300  circ.,  6 
day-a-week  PM,  seeks  an  energetic, 
leader  for  our  team  of  seven  inside  and  out¬ 
side  sales  representatives.  Our  ideal  adver¬ 
tising  director  candidate  will  have  experience 
both  in  sales  and  management.  We 
are  a  scrappy,  growing  newspaper  in  a 
competitive  market,  and  we  need  an  experi¬ 
enced,  dedicated  sales  leader.  A  Boone 
Newspaper,  The  Tribune  offers  excellent 
pay  and  benefits  as  well  as  ample  opportunity 
to  advance.  Send  resume  and  cover  letter  to: 
Kevin  Cooper,  publisher,  by  E-mail  to: 
kevin.coopergirontonbibune.com 


ADVERTISING 


Advance  Internet  -  www.advance.net  -  a 
leading  creator  of  online  community-based 
news  and  information  Web  sites  is  seeking 
individuals  to  fill  two  positions  in  our  Classi¬ 
fieds  area.  Both  positions  are  based  in  Jersey 
City,  New  jersey. 

AUTOMOTIVE  CATEGORY  MANAGER 
The  successful  candidate  will  have  at  least 
5  years  experience  in  selling  advertising  to 
automotive  dealers  and  manufacturers  as 
well  as  at  least  2  years  of  sales  or  develop¬ 
ment  experience  within  an  Internet  environ¬ 
ment.  Proven  Sales  Management 
experience  will  also  be  a  necessity. 

The  Automotive  Category  Manager  must 
have  the  ability  to  develop  automotive  sales 
programs,  strong  training,  verbal  and  written 
communication  skills.  This  position  requires 
the  ability  working  with  a  number  of 
departments  including  marketing,  ad  traffic 
management  and  production  to  achieve 
goals.  The  ideal  candidate  will  have  the  ability 
to  articulate  category  needs  to  the  various 
departments. 

CUSSIFIED  SYSTEMS  AND 
SERVICES  MANAGER 

This  newly  created  position  will  work 
directly  with  Sales  Management  and  take 
the  lead  in  working  with  our  developers  and 
operational  staffs  to  ensure  continued 
growth  for  our  online  classified  products 
and  services.  This  position  will  have  joint  re¬ 
sponsibility  for  communicating  progress  to 
the  business  units. 

The  candidate  must  have  proven  leadership 
and  staff  management  skills.  Strong  experi¬ 
ence  in  systems  designed  and  executed  for 
the  purpose  of  classified  advertising  and 
promotion  is  essential,  as  is  previous  expe¬ 
rience  in  classified  platform  conversions.  At 
least  two  years  experience  in  an  online  envi¬ 
ronment  IS  required  and  the  ability  to  write 
functional  specs,  RFPs,  and  training  guides 
IS  required. 

Both  positions  will  report  directly  to  the 
Vice  President  of  Classifieds.  Salary  is  com¬ 
mensurate  with  experience.  To  be  considered 
for  either  of  these  positions  please  respond 
at  www.advancecareers.com. 


CORPORATE  SALES 

Morris  Communications  Company,  LLC  has 
openings  for  Corporate  Advertising  Sales 
Representatives.  Qualified  applicants  work 
for  our  Corporate  S.M.A.R.T.  Ad  Sales 
Team  Director  in  Augusta,  Georgia  producing 
local  ad  sales  in  assigned  markets.  Job 
duties  and  responsibilities  require  the  ability 
to  implement  customized  sales  programs. 
This  newly  created  sales  team  position 
seeks  successful,  experienced  people  for 
advertising  sales  with  a  proven  track  record 
selling  to  local  advertising  markets.  Heavy 
travel  is  required. 

Competitive  salary  and  benefits  package. 
Aggressive  commission  and  bonus 
program. 

Candidates  must  possess  excellent  written 
and  verbal  communication  skills,  computer 
skills  in  MS  Word,  Excel  and  Power  Point 
useful. 

Please  send  resume  and  salary  requirement 
to: 

A.  Mark  Smith,  Marketing  Director 
Morris  Communicatons  Company.  LLC 
725  Broad  Street,  Augusta,  (JA  30901 


ADVERTISING  ADVERTISING 


RECRUITMENT  SALES  MANAGER 

The  St.  Louis  Post-Dispatch  has  an  immediate  opening  for  a  uniquely  qualified  candidate 
to  grow  revenue  in  the  recruitment  advertising  caiegorv.  Experience  in  expense  management, 
budgeting  and  new  business  development  is  a  must.  The  ideal  candidate  will  have  strong 
interpersLinal  communication  and  presentation  skills. 

The  abililv  to  identify  marketplaces  and  grow  market  share  is  essential. 

In  addition,  the  successful  candidate  shall  posses  a  proven  track  record  in  the  following  areas: 

•  Sustained  revenue  growth  over  time  in  advertising  sales 

•  Pixnen  abilitv  to  identifv.  hire,  train,  motivate  and  develop 
both  inside  and  outside  sales  professionals. 

•  Demonstrated  abilitv  to  work  under  tight  deadlines  and  w  ith  multiple 
departments  within  the  newspaper 

•  .Accurate  forecasting  abilities 

•  The  abililv  to  execute  on  ideas  and  show  results 

Other  necessarv  criteria: 

•  3-5  vears  of  related  sales  management  experience 

•  College  Degree 

We  offer  an  excellent  salarv  and  bivnus  package  with  comprehensive  health  benefits. 

The  St.  Louis  Post-Dispalch  Is  an  Equal  Oppartunity  Employer,  proud  of  its  talented,  diverse 
and  productive  work  force. 

Interested  applicants  for  this  opportunitv  should  forward  their  cover  letter,  resume  and  references  to; 

St.  Louis  Post-Dispatch 
Recruitment  Sales  Manager 
do  Human  Resources  Department 
900  North  Tucker  Blvd.,  St.  Louis.  Missouri  63101 
Fax:  314-340-3005, 

Email:  pdhr^  post-dispatchxom 


-N^sit  our  website 
wwv\^.  eci  i  torct  nd  pu  blisKier .  com 
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'w.  editorandpublishef.com 


Phone:1-888-825-9149  ~  CLASSIFIED  ADVERTISING  '  Fax :  (646)  654-5312 

MGOLDEN@EDlTORANDPUBLISHER.COM  •  MMACMAHON@EDlTORANDPUBLISHER.COM  •  HPREUSS@EDITORANDPUBLlSHER.COM 


-HELPWANIED- 


ADMINISTRATIVE 

administrattvt; 

MEDIATT 

MANAGEMENT  XX 
Recruitment  Specialists 


Give  Yourself  the  Media  Management  II  Advantage 

Contact  Terry  Knust 
847.963.9300  or  mm2@voyager.net 


ADVERTISING 

CIRCULATION 

CLASSIFIED  MANAGER/ 

CALL  CENTER  DIRECTOR 
We  are  a  90.000  circulation  daily  located  in 
a  Midwest  metro  market  with  a  career  op¬ 
portunity  for  an  experienced  classified  man¬ 
ager. 

The  position  currently  manages  2  supervisors 
and  10  inside  sales  reps  and  is  responsible 
for  recruitment  and  private  party 
categories  of  business.  It  is  our  plan  to 
evolve  this  position  to  a  call  center  director 
where  you  would  be  responsible  for  adver¬ 
tising  sales  into  multiple  dailies  and 
weeklies. 

The  ideal  candidate  must  have  experience 
in  combining  the  sale  of  classified  advertising 
into  multiple  newspapers  addressing 
such  issues  as  different  front-end  systems 
and  the  creation  of  new  rate  structures. 
You  must  have  5  years  experience  in 
leading  a  sales  team  and  have  a  clear  un¬ 
derstanding  of  the  challenges  in  the  em¬ 
ployment  category. 

Benefits  include  a  401(k).  bonus  plan,  medi¬ 
cal  and  dental,  vacation  and  life  insurance. 
Qualified  applicants  should  send  a  resume 
and  cover  letter  with  salary  history  in  confi¬ 
dence  to: 

Box  3287,  Editor  &  Publisher  Classified 
770  Broadway,  7th  Floor 
New  York,  NY  10003 


LOOKING  for  that  next  career  move?  Go  to 
The  Ogden  Newspapers,  Inc.  web  site  at: 
www.ogdennews.com/opportunibes 


Looking  for  an  ADVERTISING  DIRECTOR 
who  will  work  within  a  group  of  newspapers 
located  m  the  Rocky  Mountain  region.  The 
candidate  would  be  responsible  to  hire, 
tram,  evaluate  and  manage  salespeople  and 
sales  support  staff.  In  addition,  the  person 
in  this  role  will  manage  all  aspects  of  adver¬ 
tising  payroll,  incentives  and  compensation 
plans.  Developing  teamwork  and 
maintaining  employee  morale  are  also  key 
aspects  of  the  )ob.  We  are  looking  for  an  in¬ 
dividual  who  has  the  ability  to  grow  into  a 
publisher  position  within  our  organization. 
EOE.  Please  send  resume  and  cover  letter 
to; 

Box  3152,  Editor  &  Publisher  Classifieds 
770  Broadway,  7th  Floor 
New  York,  NY.  10003 

www.editorandpublisher.com 


ADVANCEMENT 

See  how  far  your  career  can  take  you. 
www.boonenewspapers.com 


CIRCULATION 

SALES  AND  MARKETING  MANAGER 
The  Observer-Dispatch  is  seeking  a  Circula¬ 
tion  Sales  and  Marketing  Manager  to  be  re¬ 
sponsible  for  increasing  market  penetration 
and  meeting  circulation  volume  and  revenue 
goals. 

Five  years  of  circulabon  and  sales  experience 
as  well  as  sound  people  and  organizational 
skills  required.  Marketing  or  other  ex¬ 
perience  preferred. 

Please  apply  to: 

Observer-Dispatch,  Attn:  Human  Resources 
221  Oriskany  Plaza,  Ubca,  NY  13501 
E-mail:  rprocida@utica.gannett.com 


CIRCULATION  DIRECTOR 
Austin  Newspapers,  Inc.  is  looking  for  a  cir¬ 
culation  director  to  take  our  award-winning 
newspaper  to  the  next  level.  This  is  the  per¬ 
fect  opportunity  for  a  marketing  and  sales 
oriented  director  to  join  our  talented  team. 
We  publish  an  award-winning  six-day  daily 
(Sunday  mornings  and  Monday  through  Friday 
evenings)  and  a  companion  TMC  product.  We 
surround  ourselves  with  the  best 
and  brightest  people  and  provide  them  with 
an  excepbonal  working  environment. 

As  circulation  director,  we  will  depend  on 
you  to  have  a  top  to  bottom  knowledge  of 
circulation  sales  and  distribution.  You  also 
will  receive  exposure  to  all  departments  of 
our  newspaper  operation  and  will  be  counted 
on  to  be  a  leader  within  in  our 
operation. 

Salary  and  benefits  are  excellent,  including 
BC/BS  health  and  retirement,  as  well  as  an 
opportunity  for  advancement  with  Boone 
Newspapers.  Inc. 

If  this  sounds  like  the  opportunity  you're 
looking  for,  send  a  letter  about  yourself  and 
a  resume  to:  Neal  Ronquist,  Publisher,  The 
Austin  Daily  Herald,  310  Second  St.  NE. 
Austin,  MN  55912;  or  E-mail; 

neal.ronquist@ausbndailyherald.com 


CIRCULA'nON 


CIRCULATION/DIRECT  MAIL  MANAGER 

Opportunity  for  circulation  manager  with  di¬ 
rect-mail  subscription  sales  experience. 
Manage  department  at  respected  38,000 
agriculture  newspaper.  Write  copy,  plan 
and  coordinate  large  mailings.  Supervise 
field  agents.  Some  travel  in  OR,  WA,  CA,  ID. 
Excellent  benefits.  Healthy,  friendly  Oregon 
community.  Resume,  goals,  current  salary 
to  General  Manager,  P.O.  Box  2048,  Salem, 
OR  97308.  mobrien@capitalpress.com 


CIRCULATION  HOME  DELIVERY  MANAGER 
JOURNALNEWS 
HAMILTON,  OHO 

The  JournalNews,  located  in  Hamilton,  Ohio, 
IS  in  search  of  a  talented,  dynamic  individual 
to  lead  our  Home  Delivery  department.  We 
are  a  progressive  community  newspaper 
poised  to  increase  our  circulabon  numbers 
in  our  NDM.  We  offer  a  challenging  position 
with  ground  floor  opportunity  to  join  the  Cox 
Ohio  Publishing  family  of  newspapers. 

This  position  will  be  responsible  for:  manag¬ 
ing  the  daily  acbvity  of  four  (4)  District  Man¬ 
agers  and  a  staff  of  full  time  and  part  time 
company  employees:  planning  and  coordi¬ 
nating  sales  inibatives  to  increase  home  de¬ 
livery  sales;  ensuring  customer  service  ex¬ 
pectations  are  met  or  exceeded;  managing 
the  complete  distnbubon  process;  design¬ 
ing  goals  to  attain  company  objectives;  and 
all  documentabon  for  the  dubes  listed. 

This  position  requires  flexible  hours  that 
may  include  2  AM  starts,  weekends,  and 
holidays.  Additional  management  duties  are 
required  for  a  TMC  product  (Mondays)  as 
well  as  a  weekly  newspaper  (Fridays). 

The  successful  candidate  will  have;  5  years 
of  newspaper  management  experience: 
strong  computer  knowledge;  outstanding 
communicabon  skills;  excellent  organizabonal 
and  time  management  skills;  proven 
leadership  capabilibes;  and  a  commitment 
to  exceeding  the  expectations  of  our  cus¬ 
tomers.  A  Bachelor’s  degree  is  desired. 
You  must  have  a  valid  Ohio  driver's  license, 
required  insurance,  and  reliable  transporta¬ 
tion.  A  pre-employment  drug  screen  is  re¬ 
quired. 

Cox  Ohio  Publishing  offers  compebtive 
wages,  401(k),  an  excellent  benefit 
package,  paid  vacation,  and  more.  We  offer 
advancement  opportunities  within  a 
dynamic,  smoke-free,  work  environment. 
Cox  Ohio  Publishing  is  an  Equal  Opportunity 
Employer. 

Qualified  applicants  should  send  cover 
letter  and  resume  to: 

Hamilton  JournalNews 
Attn:  Circulabon  Personnel 
228  Court  Sheet,  Hamilton,  OH  45011 


EDITORIAL 


MANAGING  EDITOR/PAGE  DESIGNER  to 
lead  news  staff  at  group  of  five  weekly 
community  newspapers  in  Thumb  area  of 
Michigan.  Salary  S25-35K  depending  on  ex¬ 
perience.  Competitive  benefits,  growth  op¬ 
portunities  with  large  regional  newspaper 
company.  Send  resume  and  cover  letter  to 
Mike  Murphy,  Publisher,  The  Huron  County 
Press,  110  E.  Huron  Avenue,  Bad  Axe,  Ml 
48413.  Or  E-mail: 

mike.countypress@echoicemi.com 


EDITORIAL 


AWARD-WINNING  NEWSPAPER  in  Eastern 
North  Carolina  seeks  candidates  for  writing 
posibons  in  sports,  features  and  more.  Can¬ 
didates  should  have  college  degree  in  jour¬ 
nalism  or  related  field,  plus  experience  at 
college  papers  or  other  publicabons. 

Cox  Newspapers  offers  compebbve 
salaries  and  benefits.  The  Rocky  Mount  Tel¬ 
egram  has  been  placed  in  the  top  three 
newspapers  of  its  size  by  the  NC  Press  As¬ 
soc  labon  for  four  years  in  a  row. 

Come  join  a  staff  that  sets  its  sights  high 
and  has  a  good  time  in  the  process.  Send 
clips  and  resumes  to: 

Jeff  Hernn,  Editor 
Rocky  Mount  Telegram 
P.O.  Box  1080.  Rocky  Mount,  NC  27802 
E-mail:  jhernn@coxnews.com 


JOURNALISM  THAT  MAKES  A  DIFFERENCE 
DEPUTY  EDITOR 

CATALYST  is  an  independent,  nonprofit 
newsmagazine  that  reports  cnbcally  and 
comprehensively  on  urban  school  reform. 
See  us  at  www.catalyst-cleveland.org.  Must 
have  at  least  five  years  experience  as  an 
editor.  Sbong  analybcal,  edibng  and  revolting 
skills  a  must.  Salary  and  benefits 
commensurate  with  experience.  Send  re¬ 
sume,  before  and  after  edibng  samples, 
your  best  project,  and  references  to  CATA¬ 
LYST,  1621  Euclid  Avenue,  Suite  1530, 
Cleveland.  OH  44115. 


COPY  EDITOR 

The  Catholic  Standard  &  Times,  the  weekly 
newspaper  of  the  Archdiocese  of  Philadelphia 
IS  seeking  the  following:  Copy  Editor  - 
Copyedit  and  developmentally  edit  raw 
copy.  Assist  our  Advertising  Department  in 
various  tasks.  Previous  graphic  design  ex¬ 
perience  a  plus.  BA  degree  required  with 
previous  print  media  experience. 
Knowledge  and  familiarity  of  the  Church’s 
teachings  required.  Expert  knowledge  of 
PageMaker  in  a  Macintosh  environment  re¬ 
quired.  Knowledge  of  (JuarkXPress  preferred. 
Please  forward  resume  with  salary 
requirements  and  Job  Code  KDCSTCE  to 
Human  Resources,  Archdiocese  of  Philadel¬ 
phia,  222  North  17th  Street,  Philadelphia, 
PA  19103.  Fax:  (215)587-3572. 

E-mail:  kdongivin@adphila.org 
www.archdiocese-phl.org 


BEST  OF  2  WORLDS 
REPORTER/COPY  EDITOR 
The  Tribune-Democrat,  a  scrappy,  45,000- 
circulabon,  community-oriented  daily  has  a 
full-bme  posibon  that  is  half-bme  copy  edibng, 
half-bme  reporting.  Candidate  must 
have  editing  and  reporbng  experience  on  a 
smaller  daily  or  quality  weekly.  A  command 
of  the  AP  stylebook  is  required  as  is  an  ability 
to  write  headlines  that  sing  and  an  interest  in 
writing  bend  pieces  about  some  of 
the  communibes  we  cover.  Send  resume, 
clips  and  three  references  to  D.M.  Levine, 
editor.  The  Tribune-Democrat,  425  Locust 
Street,  Johnstown,  PA  15907. 

No  calls,  please 
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-HELP  WANTED- 


EDITORIAL 


EDITOR 

Family  owned,  daily  newspaper  seeks  editor 
to  lead  newsroom.  Newspaper  is  located  in 
town  that  is  home  to  major  university  and 
thriving  medical  complex.  Voted  as  one  of 
nation’s  best  small  cities.  Will  work  with 
publisher  who  is  part  owner.  Applicant  must 
have  thirst  for  community-minded  journalism 
and  possess  a  compassionate  leadership 
style.  Also  must  be  able  to  work  well  with 
other  department  heads.  Newspaper  has 
circulation  of  19,000  daily  and  23,000  Sun¬ 
day.  If  interested,  please  send  resume  and 
cover  letter  explaining  why  you  would  be 
the  best  candidate  to  Dave  Raese, 
Publisher,  The  Dominion  Post,  1251  Earl 
Core  Road,  Morgantown,  WV  26505. 


EDITOR 

If  your  dream  is  to  run  a  small  daily  newspa¬ 
per  and  make  a  difference  in  a  vibrant  com¬ 
munity,  read  on.  The  Ashland  Daily  Tidings, 
a  5,00(>circulation,  6-day  daily  afternoon 
newspaper  in  southern  Oregon,  is  seeking 
an  editor  whose  enthusiasm  and  commitment 
to  excellence  matches  the  community.  We 
need  someone  who  can  provide  leadership  to 
a  news  staff  and  help  shape  content  that  re¬ 
flects  the  great  diversity  of  a  town  filled  with 
activists,  actors  and  college  students.  The 
editor  will  work  collaboratively  with  the  news¬ 
room  leadership  at  the  Mail  Tribune,  33,000 
combined  average  circulation  sister  newspa¬ 
per  15  miles  from  Ashland.  Competitive  com¬ 
pensation  and  benefits  package  provided.  If 
this  sounds  like  the  opportunity  for  you, 
send  a  resume,  work  samples  and  a  cover 
letter  describing  yourself  and  your  vision  of 
a  great  community  newspaper  by  April  4  to: 
Grady  Singletary,  Publisher,  Ashland  Daily 
Tidings,  P.O.  Box  7,  Ashland,  OR  97520. 

EOE 


EDITORIAL 


:  STAFF  WRITERS 

j  New  Times,  the  nation's  largest  publisher  of 
I  alternative  newsweeklies,  has  immediate 
I  openings  for  staff  writers  at  its  papers  in 
I  Phoenix,  Houston,  Ft.  Lauderdale  and  Oak- 
!  land.  If  you  understand  the  difference  be- 
i  tween  magazine-style  reporting  and  the  hur¬ 
ried  fact-finding  of  dally  papers,  if  your  copy 
is  as  much  a  pleasure  to  read  as  it  is  well 
1  researched,  we  want  to  hear  from  you. 

I  Qualified  candidates  will  be  able  to  create 
in-depth,  compelling  stories  that  explore  the 
issues,  events  and  personalities  of  their 
community.  New  Times  publishes  maga¬ 
zine-style  weekly  newspapers  covering  local 
news,  politics,  arts  and  music  in  Phoenix, 
Denver,  Miami,  Dallas,  Houston,  San  Fran¬ 
cisco,  Ft.  Lauderdale,  Cleveland,  St.  Louis, 
Kansas  City  and  Oakland.  We  offer  competi¬ 
tive  salaries  and  benefits.  Qualified  applicants 
i  should  send  cover  letter,  resume  and 
j  clips  to: 

:  Andy  Van  De  Voorde 

Executive  Associate  Editor 
New  Times 

P.O.  Box  5970,  Denver,  CO  80217 


i  The  Merced  Sun-Star,  a  21,000<irc.  6-day 
daily  in  California's  Central  Valley,  is  searching 
for  a  SPORTS  EDITOR  to  lead  its 
three-person  sports  desk  to  new  levels  of 
excellence.  We're  looking  for  an  editor  with 
a  passion  for  local  sports  and  proven  lead- 
,  ership  abilities.  QuarkXPress  fluency  is  re¬ 
quired.  Send  a  cover  letter,  resume  and 
1  five  work  samples  to  Joseph  Kieta,  Editor, 
'  Merced  Sun-Star,  3033  North  G  Street,  P.O 
Box  739,  Merced,  CA  95340.  E-mail  wel¬ 
come:  ]kieta@pspub.com. 


CHECK  OUT 
THE  NEW  E&P 
ONUNE  CAREER  CENTER  | 

•  Help  Wanted  ' 

•  Wall  Street  Journal  articles  focusing 

on  career  related  topics  (NEW)  | 

•  Resume  Database  -  Fully  searchable  I 

bank  of  over  5,000  resumes  (NEW)  j 

I 

The  E&P  Online  Career  Center  will  help 
employers  and  job  candidates  find  each  other! 

WWW.  editorandpublisher.  com 


EDITORIAL 


MANAGE  THE  BEST 

New  Times,  the  nation’s  largest  publisher  of 
alternative  newsweeklies,  is  looking  for  ex- 
,  perienced  and  dynamic  editors  to  manage 
its  papers  in  Cleveland  and  Kansas  City. 
We're  searching  for  candidates  who  have  a 
,  fine  touch  with  copy,  a  firm  grasp  of  maga- 
i  zine-style  journalism,  and  the  confidence  to 
;  work  comfortably  with  a  staff  of  award-winn- 
I  ing  journalists.  Applicants  must  have  excel- 
I  lent  news  judgment  and  solid  management 
skills.  The  managing  editor  will  supervise 
^  the  day-to<lay  operations  of  the  editorial  de- 
:  partment  and  help  staff  writers  produce 
'  quality  news  and  feature  stories.  Exceptional 
i  writing  and  editing  skills  are  essential; 
I  the  interview  process  will  include  an  extensive 
-  editing  test.  New  Times  offers  competitive 
salaries  and  benefits.  Qualified  candidates 
should  send  a  cover  letter,  a  resume 
and  clips  to: 

Christine  Brennan 
Executive  Managing  Editor 
New  Times 

j  P.O.  Box  5970 

Denver,  CO  80217 


DIRECTOR 

Reynolds  National  Center 
For  Business  Journalism 
at  the  American  Press  Institute 
The  newly  created  Donald  W.  Reynolds  Na¬ 
tional  Center  for  Business  Journalism  at  the 
American  Press  Institute  seeks  a  director  to 
administer  a  three-year  project  to  elevate 
the  quality  of  business  reporting  and  editing 
nationwide.  Responsibilities  will  include  hiring 
and  leading  a  staff,  conducting  regional 
business  journalism  training,  developing  a 
Web  site  that  will  inform  and  inspire  business 
journalists,  and  writing  for  trade  journals  and 
making  industry  appearances  as 
an  advocate  for  quality  business  journalism. 
Applicants  should  have  a  college  degree  or 
equivalent  experience,  at  least  five  years' 
experience  i"  daily  business  journalism, 
preferably  across  multiple  platforms,  and  a 
demonstrated  record  of  success  as  a  man¬ 
ager  and  leader.  API,  an  equal  opportunity 
employer,  offers  a  competitive  salary  com¬ 
mensurate  with  experience  and  a  full  benefits 
package.  Please  submit  a  cover  letter 
and  a  resume  with  salary  requirements  to: 

Reynolds  Business  Center  Director  Search 
American  Press  Institute 
11690  Sunrise  Valley  Drive 
Reston,  VA  20191 
jobs@americanpressinstitute.org 
No  phone  calls,  please 


ADVANCEMENT 

See  how  far  your  career  can  take  you. 
WWW.  boonenewspapers  .com 


The  Sun  Herald,  a  Knight  Ridder  newspaper 
located  on  the  Mississippi  Gulf  Coast, 
seeks  a  CITY  EDITOR  to  lead  a  strong  team 
of  reporters  and  editors  in  a  news-rich  envi¬ 
ronment.  Applicants  should  have  at  least 
seven  years  of  daily  newspaper  experience, 
!  including  experience  as  an  assigning  editor. 
!  Send  resumes  and  clips  to  Dorothy  Wilson, 
I  Managing  Editor,  The  Sun  Herald,  205 
DeBuys  Road,  Gulfport,  MS  39507;  or: 
dwilson@sunherald.com 


MARKETING 


DIRECTOR 
Hispanic  Marketing 
THE  ARIZONA  REPUBLIC 

The  Arizona  Republic,  the  largest  metro  daily 
newspaper  in  the  state  and  part  of  Gannett 
Co.  Inc.,  the  largest  newspaper  publisher  in 
the  US,  has  an  immediate  leadership 
opening  to  join  our  operating  committee. 

The  Director  provides  leadership  of  the 
marketing  and  strategy-formulation  functions 
for  the  Hispanic  market  as  well  as 
lead  all  Hispanic  initiatives  at  The  Arizona 
Republic.  In  partnership  with  other  business 
units  investigate,  analyze  and  deploy  key 
Hispanic  marketing  strategies  to  increase 
circulation,  readership,  online  usage  and 
targeted  advertising  for  this  segment.  Part¬ 
ner  with  the  newsroom  to  define  strategies 
for  Hispanic  content,  develop  marketing  op¬ 
portunities  that  enhance  the  value  of  our 
products  and  services,  including  strategic 
alliances  that  will  further  enhance  our  market 
positioning  in  Hispanic  market. 

We  are  seeking  a  collaborative  person  who 
thrives  on  client  and  community 
interactions,  develops  relationships  through¬ 
out  the  greater  Phoenix  Hispanic  community 
and  executive  level  relationships  within  the 
company.  The  Director  must  leverage  these 
relationships  to  develop  a  thorough  under¬ 
standing  of  the  segment’s  needs  and  cham¬ 
pion  programs  to  satisfy  the  requirements. 
This  person  will  also  identify  strategic  His¬ 
panic  community  organizations  to  partner 
with  and  events  to  sponsor.  This  person 
must  have  the  ability  to  accept  and  overcome 
difficult  challenges  and  be  able  to 
manage  risk  effectively. 

Qualified  candidates  will  have  Bachelor’s  de¬ 
gree  and  a  minimum  of  six  years  of  marketing 
experience  of  which  at  least  three  must 
be  in  a  role  focusing  on  the  Hispanic 
market.  Existing  relationships  and  contacts 
within  the  Phoenix  Hispanic  community  pre¬ 
ferred.  Proven  ability  to  analyze  and  interpret 
data  and  make  sound  business  decisions 
based  on  information  coupled  with  excellent 
analytical,  problem  solving  and  process  man¬ 
agement  skills  required.  Candidates  will  have 
excellent  communication,  organizational,  in¬ 
terpersonal  and  negotiation  skills.  Demon¬ 
strated  creativity  and  innovation  in  the  devel¬ 
opment  of  existing  markets  and  identification 
and  qualification  of  new  market  opportunities. 
A  bilingual  capability  Spanish/English  is 
essential. 

The  Arizona  Republic  provides  competitive 
salaries  and  a  comprehensive  benefits 
package.  Candidates  with  the  above  qualifi¬ 
cations  and  the  desire  to  join  a  dynamic 
team  should  submit  resume  and  salary  re¬ 
quirements  to: 

sara.reinstein@pni.com 
The  Arizona  Republic  is  an  equal 
opportunity  employer  and  a  drug-free 
workplace. 


ADVERTISERS 

For  Space/material 
deadlines  call 
Michele  MacMahon  at 
646.654.5303 
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-HELP  WANTED- 


MARKET  DEVELOPMENT 


VP  OF  MARKET  DEVELOPMENT 
The  Cincinnab  Enquirer  seeks  a  VP  of  Market 
Development  who  is  an  experienced 
marketing  professional  to  serve  as  the  chief 
market-planning  execubve  for  the  newspaper, 
online  services  and  other  products. 
The  VP  will  work  with  all  departments  to  de¬ 
velop  and  execute  strategic  plans  to  increase 
circulation  and  advertising  sales,  improve 
customer  sabsfacbon/retenbon,  increase  on¬ 
line  audience  and  frequency  of 
use,  increase  print  readership  and  broaden 
the  company’s  customer  base.  This 
posibon  IS  an  integral  part  of  the  newspaper's 
Operabng  Committee. 

QUALIFICATIONS: 

A  Bachelor’s  or  Master’s  degree  in  marketing 
(or  equivalent  combination  of  education 
and  experience)  with  a  minimum  of  ten 
years  markebng  experience  with  at  least 
five  years  senior  managerial  experience 
preferably  in  a  newspaper  environment  re¬ 
quired.  Candidate  must  possess  strong 
leadership  abilities  and  excellent  marketing 
skills,  including  strengths  in  analysis,  strate¬ 
gic  planning,  creative  development,  market¬ 
ing  communications,  and  developing  strate¬ 
gic  alliances.  Qualified  candidates  will  have 
proven  knowledge  of  advertising  and  circu¬ 
lation  markebng  as  well  as  the  ability  to 
quickly  develop  knowledge  of  the  communi- 
t/s  history,  culture  and  businesses. 

Please  submit  resumes  to  the  Human  Re¬ 
sources  Department,  The  Cincinnab  Enquirer. 
312  Elm  Street,  Cincinnab,  OH 
45202  or  Fax  it  to  (513)  768-8210.  You 
can  also  E-mail  your  resume  to 
hr@enquirer.com.  EOE 


PHOTOGRAPHY 


PHOTO  EDITOR 

The  Columbian,  an  award  winning  52,000 
family  owned  daily  in  Vancouver,  WA.  is 
looking  for  a  motivated,  imaginative  photo 
editor.  Located  iust  across  the  river  from 
Porband,  Or.,  living  here  means  you’re  in 
the  beautiful  Northwest  with  scenic  views  of 
Mt.  St.  Helens  and  Mt.  Hood. 

The  successful  candidate  will  not  only  be 
able  to  move  a  quality  photo  staff  to  new 
heights  but  will  be  able  to  work  very  well 
with  other  editors  to  bring  meaning,  rele¬ 
vance  and  pizzazz  to  the  paper. 

Four-year  college  degree  and  some 
newsroom  management  experience  required. 
The  successful  candidate  will  also 
be  able  to  deliver  photo  driven  special  proj¬ 
ects  and  well  as  daily  meaning  to  our 
stories. 

The  Columbian  offers  a  competitive  benefit 
package,  profit  sharing  and  401(k)  plan, 
plus  22  paid  days  off  annually. 

Send  resume,  cover  letter  including  salary 
expectations  to  Human  Resources,  The  Co¬ 
lumbian,  P.O.  Box  180,  Vancouver,  WA 
98666.  EOE. 


PRODUCTION/  !  !  (  it _ 

DIRECTOR  OF  OPERATIONS 
A  major  publishing  company  located  in  De¬ 
troit,  Ml  has  an  immediate  opening.  This  po¬ 
sition  IS  part  of  the  senior  operating  man¬ 
agement  team  and  reports  to  the  COO.  Re¬ 
sponsibilities  include  managing  all  aspects 
of  our  production  business  from  prepress 
to  distribution;  manage  prepress,  inserbng, 
prinbng  and  distribubon  of  a  27-Zone  product 
with  a  circulation  of  270,000;  inserting 
volume  exceeds  7.5  million  pieces  per  mon¬ 
th;  willingness  and  ability  to  lead  a  multi¬ 
faceted  operation  in  the  21st  Century  and 
attain  a  high  standard  of  performance.  Must 
have  5+  years  experience  as  a  Production 
Manager  or  number  2  in  a  mulb-zoned  envi¬ 
ronment. 

Salary  is  commensurate  with  experience 
and  contains  an  attractive  full  benefit  pack¬ 
age.  Send  resume  to; 

Box  3293,  Editor  &  Publisher  Classified 
770  Broadway,  7th  Floor 
NewYork,  NY  10003 


SALES 


SALES  MANAGER 

Imagine  a  position  where  on  Sunday  you’re 
already  looking  forward  to  getting  back  to 
the  race  Monday  morning.  Imagine  a  fast 
paced  work  environment  that  is  energizing 
and  offers  an  opportunity  for  advancement 
in  a  good  company  that  is  aggressively  add¬ 
ing  newspapers  nationwide. 

The  Sioux  City  Journal  is  looking  for  an  en¬ 
ergetic,  creative,  enthusiasbc  sales  manager 
with  a  passion  for  achieving  goals.  This 
IS  a  department  head  position  and  serves 
as  a  member  of  our  managing  team.  The 
successful  candidate  must  have  sales  man¬ 
agement  experience  at  a  daily,  weekly  or 
niche  publication  and  a  proven  track  record 
of  growing  revenue  creatively  and  rapidly. 

We  are  a  Lee  Enterprise  newspaper,  a  leader 
in  the  industry  in  sales  and  marketing, 
emphasizing  strong  local  journalism  as  our 
foundation  for  success.  We  offer  a  full  bene¬ 
fits  package  including  medical,  dental, 
vision,  life  insurance,  generous  401  (k).  em¬ 
ployee  stock  purchase  and  paid  vacabon. 

Please  send  your  resume  with  cover  letter 
and  references  to: 

Ron  Peterson,  Publisher 
Sioux  City  Journal 

P.O.  Box  118,  Sioux  City,  Iowa  51102 
E-mail  Ron.Peterson^ee.net 
The  Sioux  City  Journal  is  an  equal 
opportunity  employer.  Pre  employment 
drug  test  is  required. 

“Mailing  the  simple  complicated  is 
commonplace;  making  the  compli¬ 
cated  simple,  awesomely  simple, 
that’s  creativity." 

-  (iharles  Mingus 


It’s  a  Classified  Secret! 

Viell  never  reveal  the  identilv'  of  an  E&P  box  holder 


-POSITIONS  WANTED- 


ADMINISTRATIVE 


PUBLISHER  OR  GROUP  MANAGER 
A  '91  hschool  grad  with  ad  sales  experience 
followed  by  nearly  a  decade  as  publisher  of 
two  community  newspapers  will  return  to 
honest  work  in  June  ’03  after  a  brief  detour 
to  earn  an  MBA.  If  you  need  a  leader  with  a 
proven  ability  to  sell,  write  and  edit;  with  a 
knack  for  creating  effective  advertising  pro¬ 
motions;  with  hands-on  exjjerience  in  all 
facets  of  newspaper  operations;  with  an  un¬ 
compromising  devobon  to  community  service 
and  a  track  record  of  tireless  civic  in¬ 
volvement,  we  should  talk.  E-mail: 

lowrub@hotmail.com 


ART/GRAPHICS 


PamCAL  CARTOONIST  SEEKS  WORK 
Experienced  (lO-i-  years)  cartoonist  seeks 
full-bme  or  freelance  posibon. 
Relocabon  considered.  Contact  Paul: 
nobaconic@aol.com 


CIRCULATION 


CIRCULATION  SALES:  Experienced  profes¬ 
sional  seeks  sales/distribubon  opportunity. 
Eastern  Zone  2.  Phone/Fax  (631)  588-2735 


EDITORIAL 


SUCCESSFUL  REVIEWER  seeking  movie 
and/or  U  cnbc  posibon.  Midwest  newspaper 
movie  cribc  9  years.  Presenby  having 
fun  reviewing  on  ESPN  radio  in  Las  Vegas. 

Book:  'Voices  from  the  Set.' 

TonyMacklin@webtv.net 
(702)  25A0287 


From  the 

newsrooms 

to  the 

PRESSROOMS 

to  the 

boardrooms  - 

no  one  covers  the 
newspaper  business  like 
Editor  &  Publisher 


visit  our  website  at 
www.editorandpublislier.com 


E&P'S  CL7\SSIFIED 

the  newspaper 
^industry’s  meeting^ 
place. 

888.825.9149 


Red  display  ads:  S60.00  per  week  in  addition  to  black  and  white  display 
rates.  Frequency  discounts;  For  both  line  and  display  ads.  run  hvo  or  more 
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THE  NEW  2003 
EDITOR&PUBLISHER 
MARKET  GUIDE 

With  the  Exclusive 
E&P  Better  Living  Index! 


For  decades  marketers  have  used  the  E&P  MARKET  GUIDE  as  a  planning 
tool  and  relied  on  the  demographic  and  economic  tables  to  provide  actuals 
and  remarkably  accurate  annual  projections. 

Plus,  the  MARKET  GUIDE  is  a  highly  recommended  source  of  relocation 
data  with  its  market  profiles  and  quality  of  life  indices.  It  is  this  unique  com¬ 
bination  of  quantitative  and  qualitative  data  that  provides  such  a  uniquely 
accurate  description  of  community  life. 

Now.  in  our  79th  anniversary  printing,  the  .MARKET  GUIDE  offers 
newly  updated  data  in  both  areas  to  enhance  your  research  needs! 


Household  and  per  Capita. 

Principal  Industries.  Chain  Outlets.  Retail 
Outlets.  Location  of  Markets.  Newspapers 
Sening  the  Market.  Retail  Sales  Data,  and  much,  much 
more! 


It's  the  only  source  of  valuable,  descriptive  information  for  MSA  and 
non-MSA  markets  in  the  US.  and  Canada  ...  plus  critical  market  data  for 
more  than  1.600  cities  and  all  3.141  U.S.  counties. 


Relocation  info  indudes  rankings  of  quality  of  life  data  inducting: 

•  Cost  of  Living  Index  - 

•  Crime  Index 

•  And  overall  BETTER  LIVIMG ISDEX! 


Demographic  data  includes: 

•  Graduation  Levels 

•  Housing  and  Rental  Rates 

Now  Population  Forecasts  are 
projected  out  5  YEARS  to  2008! 

All  the  market  data  for  Canada  is  in 
one  convenient  section! 

HA’S  ... 

. . .  these  regular  features;  Population  by  Age.  Ethnic 
Breakdowns.  Number  of  Households.  Income  per 
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For  82  years  the  E&P  International  Year 
has  been  the  encyclopedia  of  the  newspaper  indnsi 


It  just  got  better. 


Year  Book  Online 
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interactive 


growing  loCal  reach: 

newspaper  &c  broadcast  executives  share  successful 
strategies  for  converged  media,  advertising  6c  more 

San  diego  paradise  point  resort  6c  Spa  I  may  7-9,  2003 


Editor  &c  Publisher  is  the  leading  newsweekly  for  the  newspaper  industry  and  Mediaweek  is 
the  magazine  covering  the  business  and  content  issues  of  the  media.  Both  publications  are 
co-producing  the  expanded  2003  version  of  E&P’s  annual  Interactive  Conference  &  Trade  Show, 
which  will  focus  on  Local  Market  Media  Integration  and  the  “co-opetition”  between  newspaper 
and  broadcasting  corporations  and  Web  sites.  Attendees  will  learn  how  to  make  their  online 
efforts  more  successful  and  profitable,  from  the  industry  executives  that  are  leading  the  way. 


The  8th  annual  EPpy'^Awards  will  also  be  presented 
to  the  best  of  online  newspapering  and  broadcasting. 


For  more  information,  visit  wunv.interactivemediaconference.com  or  call  (toll-free)  888-536-8536. 
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This  fast-growing  sector  now 
looks  like  the  bully  down  the 
street,  fit  and  ready  to  take 
ad  share.  Sales  staffs  are  young, 
aggressive,  and  well-trained. 

“They  are  literally  scrapping  over 
$800  bits  of  business,”  says 
Michael  Lambert  of  The 
Virginian-Pilot. 

Well-versed  in  the 
consultative  sell,  radio  started 
using  research  in  the  1980s  to 
show  advertisers  the  potential 
impact  of  their  ads  based  on 
listener  demographics. 

Ownership  consolidation 
has  simplified  the  sales  process 
for  advertisers,  allowing  reps 
to  sell  multiple  formats  and 
stations  with  one  bill. 

Suspicions  that  consolidation 
has  hurt  radio  haven’t  been 
borne  out.  Since  the  Tele¬ 
communications  Act  of  1996 
rela.\ed  station-ownership  limits, 
the  number  of  owners  declined 


34%  and  rates  grew'  90%  —  while 
radio’s  share  of  local  ad  spending  grew. 
According  to  a  Federal  Communications 
Commission  white  paper,  consolidation 
hasn’t  been  shown  to  have  a  significant 
effect  on  audience  sizes  or  formats. 

The  industry  should  benefit  from 
the  “Portable  People  Meter”  being 
developed  by  the  Arbitron  ratings 
service,  says  Lany  D.  Lakoduk,  a 
former  radio  operator  who  now 
consults  for  radio  and  other  media. 
“Radio  has  always  been  under¬ 
represented  as  a  medium,”  he  says, 
“because,  in  the  recall  process,  it’s 
difficult  [for  people]  to  remember 
w'hich  stations  they  listened  to.” 

Radio  is  in  tune  with  its  enemy, 
newspapers.  Its  reps  claim  newspapers 
have  declining  circulation,  plus  high 
rates.  Lakoduk,  CEO  of  Mediacom 
International  Inc.  in  Rancho  La 
Costa,  Calif.,  says  radio  also  goes  after 
newspapers  for  having  low'  ad  recall. 
“That  reduces  their  GRPs  [gross  rating 
points]  by  tw'o-thirds.” 


WHILE  THE  REGIONAL  BeLL 
companies  have  long 
dominated  the  directories 
business,  the  telephone  book  that  lands 
with  a  thud  on  your  doorstep  may  not 
come  from  the  phone  company  anymore. 
Private-equitv’  firms,  attracted  to  the 
industiy's  stabilitv',  are  buving  up  phone 
books  from  the  telecoms  and  starting 
new  ones.  Estimates  call  for  the  industiy 
to  grow'  by  1.5%  to  3%  this  year,  with 
nearly  90%  of  the  grow'th  coming  from 
local  advertisers. 

This  ownership  transformation  means 
more  fighting  for  ad  dollars  among  the 
directories  themselves  and  with  other 
media,  including  newspapers,  says  John 
F.  Kelsey  III,  CEO  and  president  of  the 
Kelsey  Group  in  Princeton,  NJ.,  a 
research  and  consulting  firm  used  by 
the  directories  business. 

Competition  is  stimulating  hiring  — 
market  leader  SBC  Communications  Inc. 
will  add  significantly  to  its  sales-and- 
support  staff  this  year  —  and  creativitv',  as 
reps  get  smarter  about  charging  more  for 
value-added  features,  such  as  headers  and 
display  ads.  The  Yellow  Pages  are  “veiy 


quietly  gamering  20% 
of  local  ad  dollars,” 
says  Lambert  in 
Norfolk.  “They’re  a 
sleeping  giant.” 

In  markets  with 
multiple  books, 

Kelsey  predicts 
merchants  will  feel 
pressure  to  buy  ads 
in  all  of  them  at  the 
expense  of  —  guess 
who?  —  the  local 
paper:  “It  is  war 
out  there,  and  the 
damage,  at  least  at  the 
margins,  is  going  to  be 
newspapers  w'ho  are 
trying  to  fight  for  those 
same  ad  dollars.” 

When  it  comes  to 
competing  with  the 
directories,  the  timing  is 
crucial.  New'spapers  must  get  to 
advertisers  long  before  phone-book  sales¬ 
people  blanket  the  market.  With  multiple 
players  changing  their  canvass  time  year 
to  year,  that’s  getting  harder  to  predict. 
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Putting  the  count 
into  accountability 


WHETHER  IT’S  INTERNET 

marketing  or  direct  marketing, 
advertisers  are  shifting  to 
methods  that  promise  accountability  and 
measurability.  But  most  media  are  far 
from  being  able  to  deliver  that. 

“There’s  no  way  to  predict  how  people 
are  going  to  react  to  a  message,”  says  sales 
consultant  Mike  Blinder.  “However,  you 
can  talk  about  how  many  people  are  going 
to  be  impacted  by  an  ad.” 

But  The  Virginian-Pilot' s  Michael 
Lambert  says  he’s  “coming  close”  to 
creating  a  mathematical  formula  that  will 
demonstrate  a  link  between  newspaper 
advertising  and  sales.  It  w'orks  like  this:  He 
takes  the  size  of  a  new'spaper’s  audience, 

— then  estimates  what 
portion  of  its  audi- 

[  ence  will  respond  to 

:  the  ad,  and,  of  that 

portion,  what 
percentage  will 
make  a  purchase.  He 
multiplies  that  result 
by  the  advertiser’s 
average  sales  price  to 
come  up  with  a  number  representing  sales 
that  could  result  from  a  given  ad  schedule. 

“Advertisers  don’t  care  about  tbe  e.vtent 
of  the  reach  of  your  medium  if  it’s  not 
getting  results,”  Lambert  saj’s.  He  is  still 
testing  his  formula,  but  feels  good  about 
the  response  so  far:  “When  we’ve  presented 
it,  and  the  numbers  are  relevant  and 
cognizant,  they  lay  down  and  they  buy.” 

Other  forward-thinking  papers  are  using 
broadcast’s  tool  against  them.  They’re 
measuring  their  gross  rating  points  for 
advertisers  who  want  broad  reach  or 
target  rating  points  to  aim  at  a  slice  of  the 
audience.  Unlike  readership,  GRPs  and 
TRPs  —  e.vpressed  in  reach  multiplied  by 
ffequencv’  of  the  message  —  make  for 
easier  comparisons  with  radio  and  TV. 

Reps  at  The  Bismarck  (N.D.)  Tribune,  a 
27,531-circulation  daily,  started  talking 
GRPs  Uvo  years  ago.  “We  got  a  lot  of  new 
business,  and  we  kept  that  business,” 
sa>'s  Kristin  Wilson,  its  advertising  sales 
manager,  who  sa\’s  the  strategy’  helped 
overcome  rate  objections.  At  The  San  Diego 
Union-Tribune,  instead  of  just  talking 
newspaper  advertising,  reps  use  GRPs 
and  TRPs  to  develop  an  overall  media  plan 
for  the  customer,  sa}’s  sales  trainer  John 
Goetz,  “and  they  end  up  actually  getting  a 
larger  share  of  the  budget.”  —  Lueia  Moses 


Newspapers’  days  of  trashing 
direct  mail  as  junk  mail  are  long 
over.  Mail  has  maintained  its  U.S. 
ad  share  at  about  19%,  and  was  one  of  few' 
media  to  gain  share  in  2001.  With  adver¬ 
tisers  hungry  for  evidence  their  marketing 
dollars  are  well-spent,  direct  mail’s  ability 
to  slice  and  dice  mailing  lists  is  tantalizing. 

On  the  Web,  direct  marketing’s  effective¬ 
ness  gets  even  easier  to  measure,  w'hile 
r^ponse  rates  are  higher  and  the  cost 
lower.  Forrester  Research  forecasts  that 
spending  on  e-mail  marketing  will  grow 
to  $6.8  billion  in  2006  from  $2  billion  last 
year,  but  pointed  out  limitations:  It’s  good 
for  retaining  existing  customers  but  not  so 
great  at  attracting  new'  ones  —  and  the 
more  it’s  used,  the  more  it  risks  customer 
backlash  and  losing  its  effectiveness. 

Its  fast-growth  days  may  be  over,  but 
direct  marketing  is  still  expanding  as 
advertisers  add  it  to  their  multimedia 
mix.  Newspapers  and  direct  mail  have 
traditionally  scrapped  over  grocers  and 
local  businesses,  but  all  major  categories 
are  increasingly  up  for  grabs  as  they 


Kristin  Wilson 


$7  billion  annually  on  paid  and  free  com¬ 
munity  w'ceklies,  not  to  mention  shoppers. 

“They’  are  very'  aggressive,  very’ 
sophisticated  yvith  their  marketing  eft'orts,” 
saj’s  Nancy’  Ume,  executive  director  of 
Suburban  Neyvspapers  of  America  (SNA). 
“When  they  go  in  and  make  a  presentation, 
they  have  all  the  bells  and  yvhistles  that  the 
daily  yvould  have,  and  they’ve  done  a  good 
job  organizing  themselves  in  clusters.” 

Weekly  salespeople  may  be  no  more 
sophisticated  than  their  daily  counterparts, 
but  they’re  hungrier,  Kemper  says:  “They 
knoyv  from  Day  One  they’re  hired,  they’re 
also  going  to  be  prospecting.  They  have 
more  time  to  go  knocking  on  doors." 

And  it’s  not  just  local  dollars  that  are 
at  risk.  SNA,  buoyed  by  research  that  found 
its  members’  readers  are  active  vacationers, 
is  going  after  the  $1.35  billion  in  travel- 
related  dollars  spent  in  the  local  daily.  The 
organization  helped  net  a  four-yveek, 
$21,000  test  last  month  by  Carlson 
Wagonlit  Travel  benefiting  its  members 
in  suburban  Detroit,  and  says  it’s  going 
after  other  major  travel  companies  such  as 
Apple  Vacations  and  Holland  America. 


\n\  I  llP* - HOPPERS,  COM- 

J '  munity  weeklies, 

alternative  papers, 
and  their  ilk  may  be 
insignificant  on  their  own, 
^  but  add  ’em  up,  and  they 

j  may  represent  the  daily’s 

/J  biggest  rival  for  local  ad 

dollars.  Some  60  such 
I  titles,  for  example,  elbow 
A  \j  The  Virginian-Pilot  ior 
[j  orders  in  the  Norfolk  area, 

I  \  a  threat  as  big  as  cable. 

I  \  The  rise  of  suburbia  has 

I  \\  nurtured  community 

I  papers’ strong  growth, 

while  demographic-oriented 
X/ publications  such  as  alter- 
\f  1  r  native  weeklies  have  thrived 
W  U  due  to  their  ability  to  deliver 
^  niche  audiences. 

Community  papers  offer  more 
targetability  at  lower  rates  than  a  daily, 
and  many  now  belong  to  large  groups  that 
have  banded  together  to  form  regional 
sales  networks.  Veronis  Suhler  Stevenson 
estimates  that  advertisers  spend  some 
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H  OOM  AND  GLOOM  MAY 

appear  to  have  cast  little  or  no 

Media  Reporting  newspaper 

the  insert  index  was  up  13%, 

1  ■  be  the  twin  specters 

shadow  in  January  on  the 

advertising  indices. 

the  national  index  was  up  5%, 

haunting  U.S.  news 

linage  measured  by  the 

Both  for  the  month  —  and. 

the  classified  index  was  up  2%, 

pages  these  days,  but  they 

exclusive  £»P/Competitive 

obviously,  the  year  to  date  — 

and  the  retail  index  was  flat. 

THE  JANUARY  f£P/CMR  NEWSPAPER  ADVERTISING  INDICES 

RETAIL  ROP  ADVERTISING  INDEX 


1  JAN  FEB  MAR  APR  MAY  JUN 

JUL  AUG  SEP  OCT  NOV  DEC 

■  2002  100  00  103M  11882 

lOS  13 

«3$  106  91 

12432 

10097  lOOW  Hill  121  71  12280  139  41 

NATIONAL  CATEGORIES 

YTD 

JAN 

National  ROP  Index 

Airlines 

13% 

13% 

YTD  5%,  JAN  5% 

Auto  Dealer  Assodatkms 

i  5%  1 

5% 

The  National  ROP  (Run-of- 
1  Press)  InrJex  started  2003 

Banks/Ciedit  Cards 

9% 

-9% 

Computers  li  Software 

il20% 

120% 

with  a  bang,  as  the  Computers  & 

Corporate/Office/Other 

-23% 

-23% 

Software  category  compiled  a 

Factory  Automotive 

!  -20%  i 

-20% 

triple-digit  percentage  gain  in 

Food  It  Household 

12% 

12% 

January  on  a  year-over-year  basis. 

GovemmenVPoNtlcal 

1  46%  1 

46% 

the  Investments  category  provided 

Hotels  &  Resorts 
Insurance 

-8% 

1  12%  , 

-8% 

12% 

excellent  returns,  and  the  Govem- 

Investments 

74% 

74% 

ment/Political  category  also  made 

MaH  Older 

1  38%  1 

38% 

a  nice  contribution.  Among  the 

Motion  Pictures 

12% 

12% 

New  Year's  party  poopers  were 

Travel  t  Iburism 

i  -7%  ! 

-7% 

the  Corporate^Office/Other  and 

Utilities  L  Communications  0% 

0% 

Factory  Automotive  categories. 
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PREPRINTED  INSERT  ADVERTISING  INDEX 


Preprinted  Insert  Index 
YTD 13%,  JAN  13% 

The  fastest-growing  of  all  the  £&P/CMR 
newspaper  advertising  indices  last 
year,  the  Preprinted  Insert  Index  appears 
to  be  homing  in  on  a  repeat  performance, 
with  the  Building  Materials,  Furniture  & 
Accessories,  and  Sporting  Goods  Stores 
categories  recording  substantial  gains  in 
January.  One  sign  of  the  iralex’s  strength: 
The  Cortsumer  Eiectroi>ics  category  was  its 
sole  double-digit  percentage  decliner. 


Building  Materiats 


Consumer  Electronics  -12%  -12% 


Food  &  Household  (CMO)  6%  6% 


Furniture  L  Accessories  26%  26% 


DISPLAY  CLASSIFIED  ROP  ADVERTISING  INDEX 


.  .  -  i  -  ►  --  -  -  ♦  -  --  i - -  Display  Classified  ROP 

Ind^YTD2%,  JAN2% 

|H  mi  ■■  A  fter  January;  for  the  first  tinne  since  the 

rA20lh  cental^  the  Display  Classilied 
^B  ROP  Index's  year-to-date  performance 

^B  ^B  ^B  ^B  ^B  ^B  ^B  could  be  described  usitrg  a  positive  number. 

^_^mJK^mimLimLllJI_I^L.ILJILJIL  upside;  theAutomotweatKl  Real  Estate 
JAN  FEB  MAR  APR  MAY  JUN  JUL  AUG  SEP  OCT  NOV  DEC  categories.  Downside:  the  Recniitnient 
aiM  me  usu  xeu  iitn  utsr  ms  tax  uui  msu  insr  rut  and  Other  Display  CtassiKed  catagories. 


CiJSSiHED  CATEGORIES  YTD  [  JM 


other  Display  Classified  10%  -10% 
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MAN  seeking  savings 

Its  web-press  sector  weathered  well  an  otherwise  turbulent  2002 


BY  JIM  ROSENBERG 

Facing  continued  slack  demand 
for  capital  equipment,  Germany’s 
MAN  Roland  Druckmaschinen 
initiated  measures  to  streamline  its  organi¬ 
zation  to  react  faster  to  market  changes  and 
save  about  130  million  euros  over  the  next 
few  years:  80  million  euros  in  its  sheetfed 
sector,  35  million  euros  in  web  „  _ 

presses,  and  15  million  euros  ^ 

in  trade  and  services  and  its  g  #  ■ 

worldwide  sales  network.  ^  i 

Announcing  its  results  for 
last  year,  the  press  maker 
stated,  “Competition  and 
pricing  pressures  will  continue  to  be 
tough,”  as  printers  and  publishers 
“put  their  investment  plans,  if  only 
temporarily,  on  hold.” 

The  company  spent  69  million  euros  last 
year  (sbi  million  more  than  in  2001)  to  rent, 
rationalize,  replace,  restructure,  and  rein¬ 
vest.  Restructuring  costs  and  few'er  sales 
cut  pretax  earnings  to  10  million  euros. 


compared  with  89  million  euros  in  2001. 

New'  orders  last  year  w'ere  worth  23% 
less  than  in  2001:  sheetfed  sagged  16%,  to 
701  million  euros;  web  systems  fell  32%, 
to  613  million  euros;  trade  and  services 

Rh  One  of  Detroit’s  six 

presses,  which  buoyed 
ifr  I  j  business  last  year 


were  down  11%,  to  228  million  euros. 

Sales  W'ere  off  13%  last  year,  to  1.8  billion 
euros.  Hit  hardest,  sheetfed  sales  w'ere  706 
million  euros,  24%  below'  2001  levels. 
Web-systems  sales  dipped  just  2%,  to  869 
million  euros.  Trade-and-services  sales  of 
233  million  euros  were  11%  under  2001. 

Orders  on  hand  last  Dec.  31  came  to 
904  million  euros,  29%  below  the  2001 


year-end  figure.  Last  year  saw  a  huge  U.S. 
order  —  300  Geoman  couples  for  Detroit 
Newspapers.  This  year  started  with  web- 
press  sales  to  Gannett  Co.  Inc.’s  Newsquest 
Media  in  England  (Geoman)  and  the 
Jehovah’s  Witnesses’  Watchtovver  Society' 
(seven  Lithoman  lines  on  four  continents). 

Work-force  reductions  mostly  came  from 
sales-and-service  consolidations,  said 
Marketing  Director  Christian  Cerfontaine. 
MAN  hired  115  apprentices,  but  will  drop 
373  more  positions  when  it  combines  oper¬ 
ations  of  two  of  its  eight  sheetfed  plants. 

No  web-press  manufacturing  jobs  w'ere 
cut  last  year,  according  to  Cerfontaine. 
Operations  may  be  slowed  occasionally  (a 
shorter  w'ork  schedule  began  last  month), 
but  “there’s  no  reorganization  whatsoever 
in  Augsburg,”  he  said.  MAN,  however,  does 
plan  “personnel  adjustments"  for  both  press 
sectors  and  its  sales  companies.  As  for 
MAN  Roland  Inc.,  the  U.S.  unit  based  m 
Westmont,  Ill.,  “We  have  been  growing  the 
last  18  months,”  said  Cerfontaine. 

Expecting  2003  orders  and  sales  to 
be  about  the  same  as  in  2002,  MAN 
nevertheless  anticipates  “significant 
improvement"  owing  to  “more  favorable 
economic  conditions,  the  push  from  the 
drupa  2004  trade  fair,"  and  the  effects  of 
its  efficiency  improvements.  11 


NICA  sports  new  search  software 


IBM’s  NICA  ARCHIVE  NOW 
relies  on  Convera  Corp.’s 
RetrievalWare  search- 
and-categoiization  technology 
to  manage  text  and  page  files. 
NICA  became  CCI  Europe’s 
archive  and  succeeded  The 
Associated  Press  Preserver 
(EefP.AugM,  2000). 
RetrievalWare  enables  users 
to  index  and  search  text  files, 
HTME  XME  more  than  200 
proprietary  document  formats, 
and  relational  database  tables. 

CCI  MediaStore’s  (then  the 
product’s  name)  first  user,  the 
San  Antonio  Express-News 
also  is  among  the  first  to  use 
RetrievalWare  with  NICA, 
since  upgrading  to  version  5 
of  the  archive  in  January. 

Wanting  to  move  from  a 
homemade  photo  archive  to 


one  able  to  handle  everything 
from  assignment  tracking  to 
storage  and  retrieval  (a  requi¬ 
site  for  its  pagination-system 
choice),  the  paper  found  CCI 
working  on  a  solution  in  1998. 
But  by  the  time  its  pagination 
was  implemented,  said  Chief 
Technology  Officer  Nina 
Brooks,  CCI  had  abandoned  its 
archive  work  in  favor  of  NICA. 

The  Express-News  stayed 
with  CCI,  seeking  production- 
system  compatibility  while 
“keepCing]  our  archive  away 
from  production  servers,”  said 
Brooks.  It  allowed  the  paper 
design  input,  a  good  price,  and 
a  port  to  the  Sun  and  Oracle 
software  it  already  used.  After 
about  12  months,  the  paper 
could  archive  everything  and 
move  metadata,  after  publica¬ 


tion,  to  master  images  in 
NICA  via  a  CCI-built  gateway. 

“Then  things  went  awiy 
between  CCI  and  IBM,” 

Brooks  recalled.  So,  to  archive 
all  components,  her  paper 
chose  IBM,  which  dropped  its 
Text  Miner  software  in  favor 
of  Convera’s  page-searching 
product,  according  to  IBM 
Product  Manager  Stefano 
Stinchi. 

The  paper  now  archives 
readable  pages  and  even  joins 
its  Admarc  metadata  to  stored 
ads.  Faster  text-only  searching 
will  come  later  because 
librarians  are  satisfied  with  the 
e.xisting  DataTimes  system. 

Morris  Digital  Library 
Systems  bought  RetrievalWare 
by  itself  in  2000  from  prede¬ 
cessor  company  Excalibur 
Technologies  to  handle  text 
and  images  of  1.3  million  pages 
dating  back  to  1786.  It  uses 
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Convera  FileRoom  to  upload 
pages  to  the  database. 

“It  gave  us ...  a  pretty'  robust 
system  that  wouldn’t  take  a 
week  to  do  your  search,”  said 
the  Morris  unit’s  business- 
development  and  technology- 
manager,  Mark  Chapin. 

Its  pattern-recognition  ca¬ 
pability  is  valuable,  he  said,  be¬ 
cause  scanning  of  40-year-old 
microfilms  of  180-year-old 
pages  produced  many  optical- 
character-recognition  errors. 

Concept  searches  —  distin¬ 
guishing,  say,  nature  (cloud  or 
river  banks)  from  finance 
(investment  or  piggy'  banks)  — 
also  is  possible,  but  “we  didn’t 
implement  that,”  said  Chapin. 
But  it  may  prove  useful,  he 
added,  since  the  database  was 
redesigned  to  speed  display 
of  large  numbers  of  search 
results,  which  pattern  recogni¬ 
tion  can  elicit.— Jim  Rosenberg 
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A'e-MinrviEws 


Lone  Star  columnists  and  cartoonists  evaluate  their  former  guv 

BY  DAVE  ASTOR 

WHEN  IT  LOOKED  LIKE  GeORGE  W.  BuSH  WOULD 
reach  the  White  House  after  the  disputed  2000 
election,  E^P  asked  Texas  columnists  and 
cartoonists  what  they  thought  of  him  as  their 
governor  and  future  president.  Recently,  we 
contacted  them  again  to  get  their  current  opinions  about  Bush. 

“Obviously,  things  have  changed  a  lot,”  said  San  Antonio  Erpress- 
Nctl's  editorial  cartoonist  John  Branch,  referring  to  events  such  as 
9/11  and  the  possible  war  with  Iraq.  But  supporters  of  Bush  remain 


supporters  and  critics  remain  critics. 

In  the  first  stor\'  (Dec.  11, 2000),  Branch 
said  Bush  was  a  “ver\'  popular”  and  “decent” 
governor  —  though  weak  on  issues  such  as 
pollution  —  who  worked  well  with  not- 
ver>-liberal  Te.xas 
Democrats.  But  the 
King  Features  S\Tidi- 
cate  creator  had  ques¬ 
tions  about  Bush’s 
presidential  qualifi¬ 
cations  and  lack  of 
“a  clear  \ision.” 

Bush  now  has  a 
vision  of  getting  Saddam 
Hussein.  “I  thought  his  response 
after  9/11  was  appropriate  in  terms  of 
going  after  the  Taliban  and  al-Qaida,”  said 
Branch.  “I'm  real  skeptical  of  the  current 
plans  tor  preemptive  war  against  Iraq.  I 
used  to  think  one  of  his  strengths  was  dele¬ 
gating  authoritv',  but  I’m  not  comfortable 
with  him  delegating  it  to  the  hawks  in  this 
administration.”  Branch  said  Bush  as  presi¬ 
dent  sees  things  in  “black  and  white,”  which 
Branch  finds  too  simplistic.  He  added  that 
Bush  has  been  more  partisan  against 
Democrats  than  he  was  as  governor,  and  is 
still  weak  on  the  environment.  But  Branch 
said  Bush  remains  “verv'  popular”  in  Texas. 

Editorial  cartoonist  Bill  DeOre  of  The 


Dallas  Morning  News  and  Universal  Press 
SvTidicate  said  in  2000  that  Bush  wasn’t 
that  partisan,  projected  the  will  of  many 
Te.xans  on  issues  such  as  the  death  penalty, 
and  communicated  well.  Today,  DeOre 

thinks  Bush  is  doing  a 
“magnificent”  job  dur¬ 
ing  a  very  tough  time. 
“He’s  a  gamer,”  said 
the  cartoonist.  “He’s 
*1  jj  not  wishy-washy.  He 
believes  he  has  a 
mandate  from  the 
people  to  protect 
them.”  And  DeOre 
said  Bush  “doesn’t 
play  the  partisan- 
politics  card  as  much  as  he  could.” 

Creators  Syndicate/ ex-Mom  ing  News 
columnist  Bill  Murchison  said  in  2000  that 
Bush  is  "honest”  and  “much  smarter  than 
he’s  given  credit  for  by  the  media.”  Now? 

“I  think  he’s  been  great.”  said  Murchison. 
“He’s  heading  to  be  one  of  the  best 
presidents  of  the  last  50  or  100  years.  He’s 
showing  character,  dignitv’,  and  strength.” 

Fort  Worth  Star-Telegram  editorial 
cartoonist  Etta  Hulme  didn’t  have  much 
confidence  in  2000  about  Bush’s  abilitv’  as 
future  president.  “But  I  was  hoping,”  she 
said.  Today?  “I’m  not  charmed.”  replied  the 


Newspaper  Enterprise  Association  creator, 
while  adding  wryly:  “I’ll  give  him  a  little 
more  time,  and  maybe  he’ll  grow  up.” 

Star-Telegram  columnist  Dave  Lieber  — 
who  never  voted  for  a  Republican  presiden¬ 
tial  candidate  before  Bush  —  said  in  2000 
that  Bush  was  a  “superb”  and  “scandal-free” 
governor  “not  nearly  as  right-wing  and 
Christian  fundamentalist  as  he  might 
appear.”  Now,  the  1950s-bom  Lieber  calls 
Bush  “the  best  president  of  my  lifetime.  I 
knew  he  would  be  an  honest  president 
because  he  was  an  honest  governor.  He’s 
gone  more  than  two  years  without  a  major 
scandal,  which  is  unheard  of.  There  have 
been  no  terrorist  attacks  in  the  U.S.  since 
9/11. 1  admire  him  for  risking  his  presiden¬ 
cy  on  Iraq,  and  support  him  100%  on  that.” 

Heloise  said  in  2000  that  she  found 
Bush  to  be  “charming,  humorous,  and 
pleasant”  when  she  met  him  on  a  TV 
show.  This  month,  the  Texas-based  King 
columnist  put  tongue  in  cheek  to  say:  “If 
our  president  needs  any  hints  cleaning 
house ...  my  suggestions  would  be  vinegar, 
baking  soda,  and  a  heavy-duty  vacuum !  ” 
also  spoke  to  creators  not  in  the 
2000  story.  Ben  Sargent,  Pulitzer  Prize¬ 
winning  editorial  cartoonist  for  the.^usrtn 
American-Statesman  and  Universal,  said, 
“I’m  kind  of  terrified”  of  the  Bush  White 
House.  “It’s  easily  the  most  radical  admin¬ 
istration  I  can  think  of.  It  makes  the  Rea¬ 
gan  administration  look  like  the  Eisen¬ 
hower  administration.  It’s  wrecking  the 
economy,  civil  liberties,  and  America’s  for¬ 
eign  relations.”  He  w  ondered  how  much  of 
this  is  due  to  the  people  surrounding  Bush, 
who  he  said  was  more  “benign”  as  governor. 

Universal  columnist  Roberto  Rodriguez 
said,  “It  really  concerns  me  when  you  have 
a  president  using  spirituality  to  promote 
war,”  noting  most  truly  spiritual  people 
oppose  war.  Co-columnist  Patrisia 
Gonzales  added  that  Bush’s  policies  are 
“very  dangerous”  —  making  20C)4’s 
election  “one  of  the  most  important  in 
the  last  100  years.”  11 

et  cetera  . . . 

Toni  Mendez,  a  New  York-based 
literary  agent  known  for  her  strong 
connection  to  newspaper  cartooning, 
died  March  9  at  the  age  of  94.  For  this 
story  and  a  longer  version  of  the  story 
above,  see  E&P  Online’s  “Syndicate  World” 

—  March  13  and  March  20,  respectively  — 
at  http://www.editorandpublisher.com. 
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Shoptalk 


Decorated  reporter  shares  secrets  on  battlefield  safety 


JOSEPH L.  Galloway,  a  famed  war  correspondent  who 
covered  conflicts  from  the  Vietnam  War  to  the  Gulf  War  — 
and  co-wrote  the  book  We  Were  Soldiers  Once ...  and  Young 
(later  a  Mel  Gibson  movie)  —  now  serves  as  military- 
affairs  correspondent  for  Knight  Ridder  in  its  Washington 
office.  When  Knight  Ridder  journalists  go  abroad  to  cover  another 
possible  war  against  Iraq,  they  receive  from  Galloway  a  memo, 
excerpted  below.  “There  are  old  war  correspondents  and  bold  war 
correspondents,”  he  observes,  “but  no  old,  bold  war  correspondents.” 


To  avoid  getting  yourself  killed: 

•  Strive  to  look  as  much  like  a  private 
of  whatever  service  you  are  traveling  with. 
You  do  not  want  to  stand  out  like  a  sore 
thumb.  If  you  look  different,  you  may 
thus  appear  important  to  someone 
peering  through  a  sniper 
scope.  If  he  is  low  on  ammo 
or  short  on  time,  he  will 
definitely  shoot  you  first. 

Those  on  the  recent  media 
exercise  who  declared  that 
they  had  to  look  different,  and 
donned  brightly  colored  shirts 
and  vests  or  stripped  the  camo 
cover  off  their  Kevlar  helmet 
and  substituted  white  tape 
with  a  large  Press  emblazoned 
thereon,  are  idiots.  It  is 
not  worth  dying  to  make  a 
statement  about  your  civilian  status. 

•  Privacy  in  a  combat  zone  is  almost 
nonexistent  and  is  not  to  be  desired.  Do 
not  wander  off  by  yourself  to  commune 
with  nature  on  a  clear  desert  night.  As 
soon  as  you  are  over  the  hill,  your  unit 
will  crank  up  and  pull  out.  Murphy’s  Law 
of  combat  operations. 

•  Do  not  touch  or  move  anything 
strange  on  the  battlefield.  It  will  likely 
blow  up  in  your  face. 

•  If  things  start  happening  suddenly 


and  violently  —  incoming  mortars  or  a 
chemical  warfare  alert  —  and  you  don’t 
know  what  to  do,  watch  a  sergeant  and  do 
what  he  does  and  what  he  tells  you  to  do. 
Failing  that,  get  down  and  stay  down  until 
the  picture  becomes  clearer.  If  someone, 
anyone,  tells  you  to 
move  out  or  run  or  dig 
a  hole,  do  so  with  vigor. 

•  Don’t  sit  down  on 
the  ground  or  flop 
down  on  a  tank  deck  or 
lay  down ...  without 
first  taking  a  very  good 
look  for  bugs,  critters, 
snakes,  scorpions,  and 
the  like.  You  will  have  a 
very  painful  war  if  you 
are  nursing  a  scorpion 
bite  on  your  butt. 

•  Unless  you  are  in  base  camp,  do  not 
remove  your  boots,  even  to  sleep.  In  the 
field,  you  will  have  to  jump  up  and  haul 
ass  quickly,  and  that  is  hard  to  do  if  you 
are  feeling  around  for  your  boots  and 
getting  them  tied.  Even  in  base  camp, 
shake  out  your  boots  before  putting 
your  feet  into  them.  Scorpions  love  the 
interiors.  Do  not  lay  down  and  go  to  sleep 
in  proximity  to  any  military  vehicle. 
Otherwise,  it  will  leave  suddenly  and  run 
over  you.  Happens  to  soldiers  all  the  time. 


•  Be  careful  what  opportunities  you 
accept.  Once  you  are  accepted  in  any  unit, 

j  you  will  get  offers  to  “come  along  with 
us.”  Accept  only  things  you  are  physically 
capable  of  doing  and  ask  yourself  if  you 
will  get  a  story  that  is  worth  the  risk. 

•  Stop  drinking  water  around  5  p.m. 
each  day.  Otherwise  you  will  wake  up  at 
2  a.m.  with  an  urgent  call  of  nature.  In 
camp,  the  P-Tube  or  latrine  will  be  at 
least  300  yards  away.  In  the  field,  you  are 
obliged  to  step  away  from  the  group  to 
handle  the  call,  and  are  at  high  risk  of 
being  shot  by  a  sentry  upon  your  return. 

i  It  ain’t  worth  it. 

Common  Sense: 

•  Don’t  be  a  whiner  and  complainer. 
Don’t  huddle  in  shared  misery  with  other 
reporters.  You  are  there  to  cover  soldiers. 
Sjiend  your  waking  hours  with  them, 
listening  to  them.  You  may  be  surprised 
to  find  your  average  infantry  captain, 
while  from  a  totally  different  culture,  is 
often  intelligent  and  a  good  companion. 

•  To  the  average  enlisted  soldier,  you 
are,  initially,  an  item  of  curiosity.  In  a  day 
or  two,  you  become,  in  his  eyes,  “our  god¬ 
dam  reporter”  —  spoken  with  pride,  not 
ridicule.  You  are  the  only  civilian  he  will 
see  in  the  field,  in  a  combat  zone.  You  are 
a  sign  to  him  that  someone  outside  the 
big  green  machine  cares  how  he  lives  and 
how'  he  dies.  At  the  same  time,  be  aware 
that  the  GI,  the  grunt,  has  a  perverse  and 
offen  black  sense  of  humor.  He  will  pull 
your  chain,  given  the  opportunit)'. 

•  There  is  no  way  I  can  prepare 
someone  who  has  never  witnessed 
combat  for  the  shock  of  the  first  sight  of 
a  badly  wounded  soldier,  screaming  in 
pain,  begging  for  his  mother.  Or  the 
sight  of  the  face  of  a  young  soldier  in 
death  ...  a  soldier  of  either  side.  You  will 
learn  to  process  the  images  and  move  on 
and  do  your  job.  But  what  you  see  will 
never  leave  you. 

•  In  combat,  you  may  find  that  those 
around  you  may  need  a  helping  hand. 

Do  not  shy  away  from  an  opportunitj- 
to  act  first  as  a  concerned  human  being 
and  then  later  as  a  reporter.  Help  the 
wounded,  if  called  to  do  so.  Cany-  water 
or  ammo  or  the  dead  if  it  seems  needed. 
None  of  that  violates  either  the  Geneva 
Convention  or  your  objectivity  as  a 
journalist.  1! 
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When  forest  products 
are  your  business. 


planting  1.7  million  trees  every  day  is 
a  smart  investment. 


The  Sustainable  Forestry  Initiatives^  program  is  dedicated  to  the  future  of  the 
nation's  forests,  as  well  as  the  challenge  of  preserving  rare  and  endangered 
forests  around  the  world.  Respect  for  nature  and  sound  business  practices  are 
integrated  to  the  benefit  of  the  environment,  landowners,  shareholders,  customers 
and  the  people  they  serve.  And  that  allows  us  to  meet  the  demand  for  wood  and 
paper  products,  while  helping  to  ensure  our  forests  will  be  around  forever. 


SUSTAINABLE  FORESTRY  INITIATIVE® 

Growing  tomorrow's  forests  today. ' 

www.aboutsfi.org 


How  is  Horvitz  Newspapers  writing  its  success  story? 


The  Solution  is  Key. 


Horvitz  Newspapers,  Inc. 

A  brand  new  production  facility  in  Washington  is  just  the  latest  move  in 
Horvitz  Newspapers’  ambitious  expansion  plan.  KeyBank  provided  the 
working  capital  for  the  state-of-the-art  facility.  Horvitz  produces  several 
daily,  weekly  and  bimonthly  papers. 

Why  KeyBank? 

About  Key’s  50-year  relationship  with  his  company,  Peter  Horvitz, 
President  and  CEO,  reflects:  “Key  truly  understands  the  newspaper 
business,  and  that’s  a  very  important  component  of  our  relationship.” 
He  appreciates  Key’s  innovative  financing  strategies  and  its  ability  to 
leverage  the  best  interests  of  the  business. 

Key  has  built  a  strong  alliance  with  Horvitz,  providing  support  for 
everything  from  acquisitions  to  escrows.  “Key  has  demonstrated  time 
and  again  that  it  is  committed  to  our  needs,"  says  Peter.  “If  there’s  any 
opportunity  to  make  new  acquisitions,  I  would  go  directly  to  Key.” 


KeyBank 


To  learn  more,  call  Kathleen  Mayher,  Executive  Vice  President 
and  Division  Manager,  at  1-800-523-7248,  ext.  45787,  or  visit 
Key.com/media. 


Media  and  Telecommunications 


Achieve  anything. 
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